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Of 1,250,000 people, ninety 
per cent of whom occupy in- 
dividual houses for their 
homes, gives evidence of thrift, 
and is, probably, a more fer- 
tile field for the advertiser to 
cultivate than is to be found 
iy fii vit in any other section of the 
AA ig “ United States. 


























lh Record 


is their Leading Home Newspaper, and is delivered to them direct by 
RECORD carriers, a system of delivery unsurpassed in this country. 

These are facts worthy of consideration by the prospective 
advertiser, and they will demonstrate that THE RECORD will bring 
the best results in the Quaker City. 

Average cifculation for 1898: Daily Edition 194,761 copies, 
fate, 25, cents per line; Sunday 
Edition, 150,642 copies, fate, 20 
cents per line. 
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** Patrick O’Hara,”’ said the judge, ‘‘ do you plead guilty or not 
guilty ?’? and O’Hara replied, ‘‘ Oi think Oi’ll wait till Oi hear the 
ividence.”” 

It’s the evidence that couts—do men gather figs from thistles ? 
nay, nay. 


Here’s the Evidence 


According to official returns 180,000 people ride in Cleveland 
street cars every day. 

All the newspapers in Cleveland combined can not speak to so 
great a number of people in« ne day. Street car advertising costs 
but a tithe of newspaper publicity. De just with your advertising 
expenditures, consider the evidence. 

We offer you the privilege of street car advertising in Cleveland, 

A postal will bring particulars. 












EASTERN OFFICE 
220 Broaoway. New YORK. 
StPAUL BUILDING. 





i 
99 WooeRAAD AvENuE. 
DETROIT. MICH. 















I 






PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 
ENTERED AS SECOND-CLASS MATTER AT THE NEW YoOrK, N. Y., PosT-OFFICE, JUNE 29, 1893. 


VoL. XXVI. NEW YORK, MARCH 1, 1899. No. 9. 

















COLONEL WILLIAM HESTER. 
Publisher of the Brooklyn, N. Y., Zag/e. 









4 
THE WRIGHT UNDERWEAR 
STO 


By J. W. Schwartz. 


I made a recent call at the office of 
the Wright Underwear Company, 75 
Franklin street, New York, with a 
view to securing its advertising story. 
The treasurer and manager, Mr. 
Wright, Jr., accorded me a courteous 
reception. Upon an explanation of 
the purport of the visit, Mr. Wright 
deprecated saying much, doubting in 
his own mind that he had a story. 

“ We perfected our wares in 1894,” 
said he, “and straightway placed 
them on sale, securing a satisfactory 
and ever-increasing market.” 

“ Did you advertise at first ?” 

“No; at first we relied on sales- 
men. But when we had demonstrated 
the general value of our underwear 
we started our advertising campaign.” 

“Tn what mediums ?” 

“ The trade papers. We took liberal 
space in the Dry Goods Economist, the 
Chronicle, the Outfitter, the Haber- 
dasher, the Clothier and Furnisher, 
and the Chicago Apparel Gazette. This 
was in ’96, and our main idea was to 
help the jobber. We did so effectually. 

“In ’97 we began, general advertis- 
ing as an experiment. The results 
both East and West were eminently 
satisfactory, there being a generally 
increasing demand. We were so well 
satisfied that this was due to advertis 
ing that we increased our purchase of 
publicity quite materially the next year, 
1898. We retained all the old me- 
diums, and took up a good number of 
new ones. Among the religious week- 
lies I may mention the Oxtlook, the 
Observer, the Jnterior and the Jude 
pendent, by no means all. Also the 
first-class magazines such as McClure’s, 
the Cosmopolitan, the Review of Re 
views, Scribner's, the Atlantic Monthly, 
the North American Review. Also 
weeklies of the classof /rank Leslie's. 

We have tried programmes and street 
cars and found them useless. 

“ We carry a full complement of ad- 
vertising literature, and send it out as 
freely as we can, though we have no 
lists. In fact I can not claim that we 
do this systematically, though we can 
see that we are getting good results. 

“ Our favorite space is the half-page 
magazine size. We have tried whole 
pages, and find that the half-page is best. 
As for quarter pages, we speak from 
our experience in utterly condemning 


- 
garments. 
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them. We have tried reading notices, 
but only in trade papers. But as we 
invariably had a display ad in the 
same issue, we can not estimate their 
value. Wehave not utilized the daily 
papers. We have had to pass them 
by because we were not prepared for 
the outlay. Perhaps we shall come to 
them in a few seasons. So far we 
have only advertised in the summer 
and fall—the time to catch people for 
winter purchases. Up to date all our 
goods have been winter weight under- 
But we are fast working 
towards summer weight garments, and 
when we are prepared to place these 
on the market, we shall be in the ad- 
vertisiny market all the year around.” 
cataiciecaialblies 
IN GLASGOW. 

In Glasgow the leading morning dailies are 
the No th British Daily Mail, the Scotsman, 
and the Glasgow Herald. This city also pos- 
sesses a very enterprising evening paper, the 
Evening News, witha properly certified and 
guar: anteed circ ul: ation of 83,000 copies. It is 
pushed actively, and in the English city of 
Preston at 5.30 p. m., the only evening paper 
the train passengers were able to get was the 
Glasgow Evening News, although Preston is 








some hundred miles from the former city. —Art 
In Advertising, New York. 
+ 


A LOVELY LITHP IN BOSTON. 


Journal—Y ou’re a liar and a thcamp. 

Herald—Wiii .U’s that? 

Journal—I\ thay you’re a liar and a theamp. 

Herald—Wil you repeat that? 

Journal—Yeth, thir, I will. 
and thcamp. 

Herald 


you have. 


You’re a liar 


Thank you. What a lovely lithp 


Adapted, 





FOR AN UMBRELLA AD, 
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ENGLISH ADVERTISING MAT- 
TERS. 


There is no country in the world 
where so much advertising is done as 
in England, and the bulk of it is poor. 

sritish advertisers use sign advertising 

to a vast extent, on street cars, walls 
of stations, etc.—to an extent incred- 
ible to those who have not seen it. 

One typical London night, while I 
was waiting in one of the fearful En- 
glish stations for one of the stili more 
fearful English trains, I tried to count 
the signs on one side of the Liverpool 
street station. The walls were smoth- 
ered with them; advertisements made 
of paper, tin, iron, enamel, wood and 
glass, put up at every angle, flat space 
and corner, looking as if they had 
been thrown at the building and stuck 
where they hit. There were adver- 
tisements of mustards, matches, can- 
dles, soaps, shirt makers, moving vans, 
and everything else, although ads of 
things stomachic preponderated. I 


counted six hundred and seventy-three, 
and the train then coming in I had to 
leave the task unfinished. 

The London papers seem to have 
plenty of advertising patronage, and 


most of them are good properties. 
More penny magazines are being 
brought out continually, and they cer- 
tainly do get up tremendous circula- 
tions. Whena new cheap magazine 
is brought out, hordes of “curbstone ” 
men sell them along the Strand, Fleet 
street, etc., and the last penny claim- 
ant is Cassell’s Penny Magazine, a 
nondescript venture, which is being 
pushed in this manner. 

The loose inset advertisement in 
magazines is a popular form with the 
advertisers of Albion, and when one 
buys a magazine a lot of these loose 
pages fall out. They are a great 
nuisance, and the dear public execrates 
them. I was talking of this inset ad- 
vertising to Mr. Alexander Whitely, 
of the Whitely Exerciser Company, 
who has done a good deal of advertis- 
ing on this side of the Atlantic. He 
said that he had tried this inset busi- 
ness, and was not very much in favor 
of it. It is rather costly work, too, 
but the advertiser can “spread him- 
self” if he wishes to. Mr. Whitely said 
to me in substance: 

“You can have a four-page inset, 
or a two-page one, the publisher charg- 
ing the same price for inserting them, 
the printing and paper for a four-page 


inset being the only additional cost 
over a two-page one. 

“In the Strand Magazine the charge 
to me was four shillings a thousand 
for inserting, and the printing four 
shillings a thousand also. The adver- 
tiser gets them printed where he 
pleases and supplies them to the pub- 
lisher, who slips them into the maga- 
zines before they go out. The Strand 
Magazine needed from two hundred 
and fifty thousand to two hundred and 
seventy-five thousand of these. 

“Of all the English publications I 
tried, Pearson’s Weekly paid me the 
best, the returns being the largest, 
easily traceable, and the promptest. 
Tit-Bits did fairly well, and, in fact, 
most of the penny weeklies of large 
circulation were satisfactory. 

“T tried the better-class papers, also. 
The Illusti ated London News cost me 
twenty-five dollars for a small adver- 
tisement every insertion, and there 
were only a few direct replies. But 
these replies came from all over the 
world, from British war vessels on 
service in Africa, and so on; but I 
liked to see the money coming right in 
as it did from Pearson’s Weekly. 

“ The Illustrated News, too, usually 
has its forms full, and, unless I went 
in every week, I was apt to get 
crowded out, though every other week 
is often enough to advertise in a pa- 
per of that class.” 

California wines are sold here, much 
to the disgust of Australian wine grow- 
ers. California brandy is almost a staple 
now in London, and the Australian 
importers here are combating “ the 
evil” as well as they know how. They 
are using the pathetic appeal which 
Bryant & May use in their match ads, 
and which Carter’s Oats Company em- 
ploys—* Patronize British labor.” 

Many attempts have been made in 
the States to establish a paper like 
the London Exchange and Mart, a 
publication which is exceedingly pros- 
perous. This paper is a medium of 
exchange for the public, has every 
conceivable department, and looks like 
a mammoth catalogue. The man who 
tired of his fiddle pays a few pence 
and advertises in it that he will ex- 
change a fiddle for a cornet, and so on. 

The American magazines and week- 
lies are sent over here very freely to 
advertisers and advertising agents. 
And frequent circulars are sent, too, 
one common mistake being that they 
are insufficiently stamped. I saw a 
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world-wide advertiser the other morn- 
ing, and, as I walked into his office, 
he pulled out a circular which had 
come in a sealed envelope, and this is 
what he said: 

“See here, I got this circular froma 
New York magazine this morning, an- 
nouncing that its rates were being 
raised. Now I don’t care a d—— 
what its rates are, but it was in a plain 
sealed envelope, and we had to pay 
eightpence on it because they didn’t 
have sense enough to know that 
a foreign envelope requires more 
postage than a domestic one. So I 
had to pay sixteen cents for the privi- 
lege of getting a d d old circular.” 
—Artin Advertising. 


oe 
FANCY GOODS. 

A call on Mr. Jammes in the ultra-fashion- 
able neighborhood to which he removed but 
two months ago found that gentleman, though 
busy, willing to accord time to the envoy from 
PRINTERS’ INK. 

My first question 
diums in advertising Mr. 
He replied 

** Only our local dailies, 
ing papers, the Herald, Times, Tribune, Jour- 
nal, World, Sun, and occasionally the Press. 
At present {am out of the afternoon papers 
altogether. = 

** Do you use display at all ?” 

** Only in the Journa/—two and a half inch- 
es, single column—and I took it sole ly through 
the insistence of the /ourna/’s solicitor.” 

* Which do you consider your most effective 
medium ?”’ 

“ The Herald first, 
the Times.” 

** Do you key your ads?” 

“Ves. I know my regular customers, and I 
always inquire of my new customers for the 


PARISIAN JEWELRY, 
Lorgnette Chains, 


naturally was, what me- 
Jammes employed. 


and only the morn- 


then the 7'r7zdune; next, 





Novelties ot Unique Designs 


AT VERY MODERATE PRICES. 


source to which I am indebted for their visits.’ 
Are you a firm believer in the efficacy of 
advertising ?’ 

** None more so. I’ve been in business fif- 
teen years, but still I find that the moment I 
stop advertising trade drops off, and the mo- 
ment I re sume it picks up—certainly a convinc- 
ing ne iment. 

* Results then are immediate with you ? 

“ Fairly so.” 

“What is 
Jammes?”’ 

** Tt used to be $1,200 for the month of De- 
cember when I was on Broadway. I think it 
will be considerably less here. You see my 
change of location requires me to adopt differ- 
ent methods. Here I cater only to the very 
most fastidious and odieat of custom, and I 











o” 


your advertising outlay, Mr. 


must be circumspect. Still even here my out- 
lay will be $250 to $300 a month.” 
* Do you use booklets or circulars?” 
“No; nothing but newspaper space.’ 
* Do you exact preferred position ?”” 
“ Only in the Journal. There I’m either on 
the second or third page, and always next to 
reading. “il 
Do you use reading notices? 
**T haven’t given them a thought. I dc mn’t 
think I care for them > to buy them.’ 


CHURCH ADV TISING. 

A Beverly (Mass.) correspondent of News- 
paperdom writes to that publication thus : 

The pastor of the Dane Street Congrega- 
tional Church, Rev. F. J. Van Horn, has 
demonstrated that church advertising pays. 
Mr. Van Horn, before coming to Beverly, was 
located out in Ohio, and became embued with 
some of the Western hustle, and he rather 
astonished his good New England deacons one 
Sunday, when he informed them that he wanted 
$100 to spend in advertising. In making this 
request he said there was no reason why, in- 
stead of 100, they should not have 500 people 
present at the evening service at the church. 
On the ene Saturday the advertising 
matter appeared: but there is still a suspicion 
that the pastor paid for it himself, for awhile 
at-least. At first ne began with flyers and 
printed cards, which were left at the homes 
and scattered about the streets. Then he would 
vary it with a quarter-sheet poster hung in _ 
—_ windows, each announcing his subje 
wr the following Sunday evening, and iodien 
ak public to come and hear him. These sub- 
jec 4. sensational, were 


were never nor his 
sermons. The result of this advertising began 
to show in an increasing attendance at the 
meetings, and a count was made every Sunday 
and the number announced the following Sun- 
day. So well did the plan work that at the 
next annual parish meeting it was voted to take 
a collection at the Sunday evening service, and 
allow the Rev. Mr. Van Horn to take it for his 
own use in advertising and for securing special 
musical talent for the About this 
time, now nearly two years ago, he abandoned 
the flyers, and took a six-inch space in the 
Evening Times on Saturday, and has con- 
tinued it ever since. We give him a special 
position across the top of the fifth page, one 
inch deep, and people now look as regularly 
for his announcement as they do for the local 
news in the paper. The result of this advertis- 
ing, together with the very practical sermons 
that he preaches, is that instead of the five 
hundred that he hoped to get out at the serv- 
ices, the number more frequently reaches 1,500 
and is seldom less than 1,000. 


services 


——— Se 
><S IN ADVERTISING. 


is considered by many a game of 


Advertising 
chance. It is not, however, but is a game of 
skill. There are, of course, mitigating circum- 
stances. Conditions may be against the carry- 
ing through of the most skillfully laid plans. 
But a man who has sense enough to have or to 
produce a thing that is worth advertising gen- 
erally has sense enough to be able to keep 
from running squarely against a stone wall and 
breaking his neck. Done skillfully, there are 
no chances taken in honestly advertising an 
honest article.-— — uctural Advertising. 


TWEN TY-FIVE ¥ Y EARS AGO. 

Twenty-five years ago, ‘‘ To advertise or not 
to advertise’? was a practical question, In 
those days men sometimes succeeded in busi- 
ness without advertising, and the bold vent- 
ures of Robert Bonner and others into the 
advertising field were regarded as freaks of 
nature.—Des Moines News, 
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The best patent medicine 


advertising appearing in the 


newspapers to-day is that of 


Ripans Tabules. 

The greatest advertising suc- 
cess of the closing years of the 
nineteenth century is Ripans 
Tabules. 

The best selling patent medi- 
cine to-day in the populous 
portions of America is Ripans 


Tabules. 


The advertisements of Ripans 
Tabules are written, illustrated and 
placed by 


The Geo. P. Rowell Advertising Agency, 


No. 10 Spruce Street, New York. 





It is the oldest advertising agency. 

It is the one agency that is noted for prompt 
payments. 

It is the best advertising agency. 

It invites your patronage. 

















PRINTERS’ INK. 


SHOP MOTTOES. 


—We welcome critical eyes. 
—This store has no vacation. 
—What you tell helps us to sell. 
—These prices should come home to 
ou. 
—What benefits you will finally ben- 
efit us. 
—Our goods are selected to help 
you save. 
—We warrant everything in every 
particular. 
—Don’t buy unless you buy to your 
satisfaction. 
—To give you a prize is better than 
taking a prize. 
—If you don’t buy, perhaps you 
will by and by. 
—To give you large value at little 
cost is our aim. 
—A pleased customer cheapens our 
advertising bills. 
—Use all the time you have; we 
have it to spare. 
—Our “bargain counter” runs all 
around the store. 
—Low-priced cheapness is 
dearness disguised. 
—We sell a few things not for profit 
but for shelf room. 
—Goods that fail to hit the public 
we sell at any price. 
—Don’t pass our bargain window 
with your eyes shut. 
— Yes, purchases are “exchanged” 
as well as made right. 
—We sell goods cheap, but we 
don’t sell cheap goods. 
—We make our reputation in havy- 
ing you make a profit. 
—You are not here to please us, but 
we are here to please you. 
—We profit if you are pleased, and 
we are pleased if you profit. 
—We like the instruction that is got 
from a customer’s complaint. 
—We have no “remainders,” and 
“remnants” go at your prices. 
—We are too busy running up our- 
selves to run down our rivals. 
—No advertisement has so loud a 
voice as giving a good bargain. 
—Buying is a serious matter—but 
we will not see you dissatisfied. 
—If the pattern you want is missing 
to-day, we can get it to-morrow. 
—Your experience with us is our 
“top of column” advertisement. 
—A small profit with public favor is 
better than a large one without it. 
—The high quality of our goods will 
convince the most exacting buyer. 


often 


—We know of other good storeg, 
but we know none better than this. 

—Our store is a wonderland; but 
our advertisements are not fairy tales. 

—We could betterlose and have you 
profit, than profit and have you lose. 

—Selling below cost closes the store; 
pretending to do so cheats the cus- 
tomer. 

—Good quality is three-quarters of a 
bargain; but we also add the moder- 
ate price. 

—If the purchase does not look the 
same at home as it did in the store, 
return the goods. 

—This is not a “one price” store, 
We ask less for a mouse than we 
would for an elephant. 

—We expect to sell goods at a 
profit; but we can not be sure to do so 
if we fail to please the purchaser. 

—We don’t give “charms” or 
“stamps” that you don’t want, but 
twice their value in things you do 
want. 

<- _ 

Rev. Dr. HowL_zy—My dear sir, I am a 
minister of the Gospel, and, as I intend preach- 
ing a s:rmon against the stage, I thought I 
would ask you for a ticket of admission to your 
show, in order that I might see for myself the 
extent of this great immorality. 

Manager (to ticket-seller)—Charlie, give the 
doctor a seat in the orchestra, and charge it to 
advertising.—Harlem Life. 

~7o, 


ONE CORRESPONDENT’S SUGGESTION FOR A 


SANDWICH MAN FOR HATTERS, 
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RESULTS—THAT’S IT 








The 
Denver 
Republican 


Could not carry every day the an- 
nouncements of the hest known adver- 
tisers in the world unless they got re- 
turns all the time—not spasmodically. 


HOME OFFICE, 


Denver, Colo. 
Eastern Agent, 
S. G. BECKWITH, 
Tribune Building, New York. 
The Rookery, Chicago. 
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AN IOWA REAL ESTATE AD- 
VERTISER. 

By D. H. Talmadge. 


There is in Northeastern Iowa no 


better known real estate agent than J. 


J. W. BOPP. 


West Union, lowa. 





Real Estate Agency 


Farms bought and sold, watet for stocks 
of goods or other pecoersy, Large farms 
under mortgage exchanged for small farms 
clear. Small farms taken in part payment 
for large farms. A large list of farms for 
sale at a low price and on long time. In size 
from 20 to 500 acres and in price from $10 to 

yer acre. I have farms of 40, 80, 120 acres 

rom $15 to $18 per acre, and only from 
$250 to $610 to be paid down. All in Fayette 
County. [have residence and business prop 
erties for sale in all of the towns in Fayette 
County except Oelwein. Also small tracts 
near these towns. Several niceresidencesin 
these towns to exchange forland. Several 
pieces of timber land at from $6 to $10 per 
acre in this county, also some pieces of 
choice heavy timber on good farm land. I 
have for sale lands in Missouri, Minnesota, 
Dakota, Nebraska, Kansas and the Southern 
States. Local and Eastern money to loan 
from one to ten years at 6 and 7 percent, 
pay any amount atanytime. Eight percent 
money for short time loans. If you want to 
sell your property, or sell a mortgage, or 
have money to loan on gilt-edged security, 
come and see me. No charge for showing 
property for sale and no charge for listing 
property unless I make a sale. Correct ab- 
stracts on short notice. Télephone, 48, 


Office in NEW BOPP BLOCK. 
w. Bopp, of West Union. His suc- 
cess has been so marked that I called 
upon him to learn if possible the rea- 
son for it. 
“T have noticed your ads, Mr. Bopp. 
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Do you consider that they have had 
anything to do with the erection of 
this elegant building ?” 

“They have been the factor,” 
Mr. Bopp. 

“Do you advertise in any special 
papers ?” 

“No, sir; I advertise in every news- 
paper in the field I design to do busi- 
ness in.” 

“ Does your portrait add to the effi- 
cacy of your advertising ?” 

“Itis my opinion that it does; not 
because it is remarkably handsome dr 
anything of that sort, but because it 
serves to give my ads an individuality. 
My customers, or clients, come to town 
to see Bopp, not to interview the first 
real estate agent they chance to meet; 
and when they see Bopp they know 
him; and if Bopp gives them a good 
deal—which he will try to do—that 
portrait takes on an added interest 
every time they see it. Early in the 
game it was laughed at a good deal; 
but the laughter was harmless in it- 
self, while the ‘chin’ accompanying it 
was good for dollars.” 

“You change your ads often ?” 

“No. Ihave an ad that suits me, 
and I let it stand. When I have special 
bargains in property I use the local 
columns.” 

“ How long have you been selling 
real estate in West Union, Mr. Bopp?” 

“Four years; and during that time, 
with the most rigid of competition, I 
have built this block, which is conced- 
ed to be the finest office building in 
this section of Iowa. And _ besides 
building it, I have paid for it. I be- 
gan business in a little back room up 
street, which I was forced to vacate, 
because I simply had to have a stenog- 
rapher and typewriter, and I got tired 
of backing out into the entry, when! 
wished to dictate some correspond- 
ence, in order to give the young lady 
room to work in. NowI have a full 
suite. How many people do you sup- 
pose would have come to me with 
their property had I not advertised, or 
had I used the customary card of three 
lines? I forced the public to look me 
in the face, and I continue to force it. 
That’s the principle of the thing.” 

o> 
THE ¢ L D-FASHIONED PROF IT. 

The old-fashioned profit, which partook more 
of the character of highway robbery than any 
other, is an institution of the past. It may even 
now occasionally thrive for a short time under 
favorable conditions, but in such cases the day 


of retribution is bound to overtake those who 
practice it—Shoe and Leather Gazette, 


said 
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THE NEW YORK 


COMMERCIAL ADVERTISER 


Is the Oldest ---- 
Newspaper in the City. 








It has been published over 102 


years consecutively. 





Its circulation is among intelligent 
and well-to-do people. It goes into 


the Homes of the Children, Grand- 





Children and Great Grand-Children 








of its Original Subscribers. 
These constitute the Substantial 
Elements of New York’s citizenship. 
They constitute also the Best 
Clientage of substantial and respon- 
sible business houses. 


Their Attention can best be 





secured through the advertising 


columns of 





The Commercial Advertiser 
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ABOUT BOYS IN STORES. 

“What general principle do you go on in 
hiring boys ?’’ the reporter asked. 

** Appearance goes a great way in deciding 
whether a boy’s application is accepted or not. 
If a boy is neat-looking, has a keen, bright 
eye, is quick in his movements and polite, not 
having a reference will not stand in his way of 
getting a trial. The trouble with New York 
boys is that they don’t stick; they don’t get 
down to business and work with an eye to the 
future. They area restless set, and are impa- 
tient for promotion, which comes as slowly in 
the career of the working child as it does in 
the career of aman. But when we get a boy 
who does knuckle down as if he wanted to own 
the store in the end, he goes right ahead 

“When a boy who intends to go to work 
leaves schooi he should get a recommendation 
from his teacher. My experience has been 
that a teacher’s reference is worth more than 
all other references put together. Teachers 
are honest and just, as a rule, in recommend- 
ing a boy. I have in mind now one of the very 
best cash boys in this store, who came here 
with a letter from his teacher, who said, after 
giving him an excellent character, that, while 
not as bright as some others, when told to doa 
thing he always did it to the very best of his 
ability. She lowered that boy’s standard in 
one way, but she raised it in another, and her 
honesty enabled me to place him in a situation 
that he was fitted to fill, and he is filling it ad- 
mirably. When he is told to do a thing we 
think no more about it, for we know that boy 
will do his work well.’ 

“Do you wanta solemn, sericus youngster 
or a lad full of life and pranks?” 

“One of the solemn, serious kind seldom 
pans out well. There’s soinething wrong about 
the average boy if the boyish spirit is absent. 
We don’t expect boys to be saints, and so if 
they are somewhat mischievous, that does not 
necessarily hurt their standing. Indeed, the 
very boys who are up to the most pranks are, 
as a rule, the quickest and most accurate about 
their work. I’d rather have a thief in the 
shape of a ®. than a liar. You can detect a 
thief and get rid of him; you can have him 


locked up or send him home to his parents, 
But when a boy lies once you never know when 
to believe him again. A boy who will do a 
thing and lie about it is the very worst sort of 
a boy. These boys who own up to their mis. 
chievous, annoying jokes and tricks always 
come out all right, but the liar never.”—New 
York Sun. 
ccasemectigenenmmntiinn 

ADVERTISING ON GROCERY SACKS, 

Luyties Bros.’ Grocery Co. of St. Louis do 
some advertising which they claim fetches 
them direct results. They approximate the 
number of paper sacks to be used the follow. 
ing week, some 20,000, ranging in size from 
quarter-pound to twenty- pound, and have 
printed thereon an advertisement calling at- 
tention to a certain grade or brand of goods in 
stock on which they will make a “‘ leader ” for 
that week. The text of their matter is good. 
For example : 

“Golden Crown Roasted Coffee. Put up 
in handsome pound packages. We have had 
all along a demand for a really high-grade 
roasted coffee at a reasonable price—one that 
would stand the test of continued use and al- 
ways be found uniform in quality. To supply 
this demand we have selected coffees that we 
know to be of the very best quality, and com- 
bining them we have produced Golden Crown 
Coffee at 22% cents a pound.” 

Bag printing is as old as the hills, but bag 
advertising with weekly changes is something 
new.—Ad Sense. 

— o> 

One of the first prerequisites toa preparation 
of an advertisement is a thorough knowledge 
of the class to whom the appeal is to be chiefly 
directed, especially their mental characteristics 
and methods of thought, the reasons most likely 
to influence their actions, their natural prej- 
udices and their natural sympathies and in- 
terests. Confidence is a plant of very slow 
growth, under usual conditions, sensitive to 
every varying influence. Once having gained 
this, present your claim in a clear, conclusive 
manner, in order that there shall be no success- 
ful answer to your reasoning suggested by the 
argument itself.—Profitable Adve: tising. 
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fair wages. 





Who will stop aiding in the degradation of womanhood by refusing 
to buy cheap goods made by women in the sweatshops of other 
Thousands of poor girls toil early and late in ‘those horrid 
places and then do not receive enough wages to keep body and soul 
Will you aid in this degradation of womanhood? 
you not lend a hand to help them earn an honest living? 
Buy home-made goods. 
article and increase the workers and wages of this city. 

Send us a card giving your name, address and occupation. 
us in our struggle for St. Joseph, honest goods, 


THE CITY BUILDERS, G19 Edmond 


TEN THOUSAND 
NOBLE WOMEN 


Will 
Stop buy- 
Pay a fair price for a good 


Join 


honest labor and 








ONE OF 
PAPERS, 


A SERIES OF SIMILAR ADVERTISEMENTS NOW RUNNING IN ST. JOSEPH (mo.) NEWS- 
THEY ARE INSERTED BY AN ASSOCIATION OF ST. JOSEPH PEOPLE, 
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* Brightest and Best in the Great Northwest.’’ 





WHY IS IT? 





Because THE ST. PAUL 
GLOBE, under its pres- 


ent management, is a 


better NEWSpaper than ever before, and because it 
has a clientele distinctively its own, being the Only 


Democratic Daily 


and Sunday News- TH. A 7T’S WH Y | 


paper in Minnesota. 








Herman, Minn., Jan. 4, 1899. | 
To THE St. PAUL GLOBE: 

*** Tlive in hopes, by the exertion of 
your and other good papers, that mat- 
ters may be so adjusted, that Farmers 
may realize better times in the future. | 
Itake a number of papers, but rather 
have the Globe than allotherscombined. | 

C. F. GOODELL. 





Moorehead, Minn., Dec. 31, 1898. 
To THE St. PAUL GLOBE: 

Prior to Nov. 15th I was receiving 25 
copies of the Globe daily. Iam now re- 
ceiving 100 papers daily. I consider the 
Globe a winner. RICHARD ALSOP. 


Fargo, N.D., Dec. 31, 1898. 
To THE ST. PAUL GLOBE: 

Prior to Dec. 1st I only had 20 regular 
subscribers to the Globe. I now have 
nearly 20 and with bright prospects for 
an increase to 2530 during the next two 
months. . P, MoRRIs. 

















Eastern 
Representative 


Chas. H. Eddy, 
zo Spruce St., 
New York 

City. 


The Globe Co. 


St. Paul, Minn. 







St. Paul, Dec. 27, 1898. 


| To THE St. PavUL GLOBE: 


We are selling over 60 per cent more 
Globes than we did two months ago. 
MERCHANTS’ HOTEL NEWS-STAND 
St. Paul, Dec. 29, 1898. 
To THE ST. PavuL GLOBE : 

The Globe is a great seller. We have 
increased our sales 200 per cent in the 
last two months. 

CLARENDON HOTEL NEWS-STAND. 





Redwood Falls, Minn., Jan. 18, 1899. 
To THE St. PAUL GLOBE: 


Please increase my order forthe Globe. 
It is selling better with me now than it 
has for some time, and quite a number 
of my Times subscribers have changed 
over to the Globe since the election, 
probably on account of the Globe's being 


| the only Lind daily in the two cities. 


H. WINTER, Newsdealer. 









Western 
Representatives 


WILLIAMS & 
LAWRENCE, 


H. Fralick, Mgr., 
87 Washington 
S8t., Giiengo, 
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CANADA AS A FIELD. 


In arecent issue of Profitable A dver- 
tising Mr. Hugh Graham had an inter- 
esting article on “ Canada as a Field for 
United States Advertisers,” from which 
the extracts that follow are taken: 

The population of Canada is gener- 
ally spoken of as being about five mill- 
ion, but it must be remembered that 
the census was taken in 1891, and sta- 
tistics eight or nine years old are out 
of date and misleading, ai the rate 
that Canada is progressing. Six mill- 
ions would be nearer the mark, and 
then the movement of population to 
this country, which was so long looked 
for, has set in with a rush, which will 
quickly put the census to be taken in 
1901 out of date. Competent observ- 
ers have no doubt that the tide of im- 
migration which so quickly filled up 
the great American West and caused 
the United States to progress in such 
& manner ag to astonish the world, 
has now set toward Canada, which 
has an equally fertile and extensive 
west. Even from the United States 
itself there is a movement northward 
to the prairies and mineral fields of 
Canada. A wise advertiser looks to 
the future in making his goods known, 
and he who observes the signs of the 
times must perceive that what Canada 
is as a market now is only a tithe of 
what she will become in a very short 
time. The point of the greatest im- 
portance is that the Canadian people 
have a large consumptive capacity for 
almost all lines of goods. The aver- 
age of comfort in living is as high in 
Canadian cities and rural districts as 
in the United States. Canada is the 
best customer the United States pos- 
sesses, excepting Great Britain; that 
is, her per capita consumption of 
American goods is far and away larger 
than that of any other individual coun- 
try. There is room for expansion in 
many lines still, and right here is 
where the necessity for advertising 
comes in. There are American goods 
which would be more extensively used 
if they were more extensively known. 

There are not wanting at the pres- 
ent indications that tariff barriers may 
be in great part removed, as a result 
of the deliberations of the Internation- 
al Conference for the adjustment of 
differences between the two countries, 
which is now in session at Washing- 
ton. Should even a limited measure 
of reciprocity be decided upon, it 


would greatly extend the market for 
American goods in Canada, and en 
large the scope of advertising of these 
wares there. Even if nothing comes 
of the Conference, the expericnce of 
the past two years shows that an ef. 
fort to make American goods more 
widely appreciated on the Canadian 
side of the line must meet with suc- 
cess. During the fiscal year ending 
June 30, 1898, our tariff gave a prefer- 
ence of 12% per cent, now 25 per 
cent, in favor of British goods; but 
despite the fact, the imports of Amer- 
ican goods entered for actual con- 
sumption in Canada were $78,263,504, 
as compared with $58,574,024 in the 
fiscal year 1896, the last year of the 
old tariff; that is, the Canadian im- 
ports of American merchandise in- 
creased by $19,689,480, or, in other 
words, about $4 per capita of the pop- 
ulation. In the same time their imports 
from all countries of goods entered 
for actual consumption in the country 
increased by only $22,294,442, and 
their imports from Great Britain for 
this period show a falling off of $973, 
037 since July 1 last. The preference 
is 25 per cent, and this may causea 
change in respect to British imports, 
It may be well to note, though, that 
$8,562,434 of the American increase 
was on dutiable goods. 

A country’s productive powers area 
measure of its ability to buy and pay 
for goods of other nations. Canada 
bought more goods last year than for- 
merly, but still comparing the same 
periods, she has shown an even larger 
increase in her productive powers. A 
high-water mark in exports was made 
in 1896, but those of 1898 exceed 
them by $38,461,918, the values for the 
respective periods being $121,013,852 
and $152,485,770. Great Britain took 
$79,586,605 more of our products in 
1898 then in 1896, and the United 
States $9,402,786 more. The United 
States Consul General in Montreal, 
Gen. John J. Bittinger, has sent to his 
government at Washington a report 
which should prove profitable reading 
to all merchants desirous of extending 
their trade in Canada. The Canadian 
trade and navigation returns for the 
present year will likewise bear study. 
In his report Mr. Bittinger takes 
ground in favor of reciprocity, point- 
ing out that in order that Canadians 
should purchase more freely in the 
United States, they must be able to 
sell there also. He gives the follow 
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ing table of goods imported from 
Great Britain to Canada, the import 
of which in 1897 was less than in 
1893. While the import of the same 
class ot goods from the United States 
exceeds that of 1893: 
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Braces and Brashes...... $18,500 $7,500 
Carpets ° 31,000 44,000 
CIES. cs nno vere Senne 1,300,000 131,000 
Watches and Cases...... 110,700 8,300 
a ‘ 54,000 35,600 
Cotton Goods. r 732,000 
Glass and Crocke-y ... 138,000 
Hats, Caps, etC....cccvee 265,000 
FEWER, COC. cccccccseces 74,000 32,000 
Agricultural Implements. 356,000 3,300 
All Other Iron Goods.... 1,541,000 3,613,000 
EE oainisimnerie sais 61,000 103,000 
Sundry Metal Goods .... 310,000 333,000 
Scientific Instruments.... 2,900 37,000 
Paints and Colors .... 76,000 79,000 
Silksand Ribbons. 3 34,000 146,400 
Dress and Piece Goods .. 31,000 171,000 
Oe 800 173,000 
Manufactures of Wood .. 735,000 30,000 
Wool and Woolen Goods 18,000 4,438,600 


One factor in Canadian life which 
militates in favor of American goods 
is the similarity of social conditions 
and tastes on either side of the line. 
The intercourse between the two peo- 
ples is increasing year by year, and the 
fact leads to a leveling of tastes in 
home surroundings which must con- 
duce to promote trade. While the 
customs tariffs between the two coun- 
tries remain as they are, it will be 
found necessary, in some lines, to es- 
tablish branch factories in Canada, 
and this has been done with success 
by many concerns. However, it should 
not be forgotten that while this tariff 
wall acts as a barrier to the finished ar- 
ticle, in many cases the raw material 
for its manufacture can be purchased 
as cheaply, and in many cases cheap- 
er, in Canada than across the line. 

No better evidence could be desired 
as to the value of Canada as a field 
for advertising by those who have 
goods to sell than that most of the 
large American advertisers who have 
tried it have found it most profitable. 
Owners of proprietary medicines in 
the United States, who are justly re- 
garded as among the leaders of adver- 
tising, have found satisfactory results 
flow from a judicious use of print- 
ers’ ink in Canada. The mediums 
through which the advertiser may ob- 
tain the publicity desired are numer- 
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ous and in some respects possess ad- 
vantages over those of the United 
States. One reason is that the large 
dailies are fewer and cover the whole 
country more thoroughly than do their 
peers in the big American cities. An 
ordinary reader buys fewer papers 
each day, but he dees not glance over 
the headings and throw them away. 
The journals partake more of the char- 
acter of family papers, which are taken 
into the houses of the people and read 
thoroughly by each member of the 
family. They are not so overcrowded 
with advertising as many American 
papers, and it is generally conceded 
that their rates are more reasonable 
than those of the average paper across 
the line. The larger papers reach 
more homes, so that it is not necessary 
to go into all that may offer. 
— — od 
COMMON SENSE FROM UTAH. 

Some Illinois women are moving to secure 
legislation to prohibit the use of women’s faces 
or forms for advertising purposes, the object 
being to prevent the demoralization of public 
taste. Those ladies are over-sensitive. We 
believe that Illinois women as a rule show off 
as well in an advertisement as do those of Iowa 
on the one side or Indiana on the other. Of 
course there should be a reasonable discrimina- 
tion shown. The worst specimens should be 
ignored. But, then, in what way is public 
taste demoralized? Is any advertisement equal 
to what can be seen at the opera ora ‘‘400”’ 
dinner? Is not the same spirit behind these 
estimable ladies that culminated in putting 
pantalettes on the ballet in Boston not long ago? 
—Salt Lake City (Utah) Tribune. 

“oe _ 

Tue advertiser’s problem is simply to get 
his story before the people most likely to be in- 
terested—simply a plain, straightforward state- 
ment of what he wishes to do forthem. To be 
sure, it requires thought and judgment to do 
this in the right way, but no more than any 
other department of a business.—National 
Printer-Journalist. 
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HENRY J. HEINZ. 


A boy with a basket, peddling home-grated 
horseradish along about the year 1860, Jaid the 
foundation for one of Pittsburg’s leading in- 
dustries. A humble beginning enough, yet it 
was the start of a career. You may be sure 
that horseradish was fresh. People who bought 
a bottle of it were willing customers the next 
time. Soon the trade compelled him to use a 
wheelbarrow, and the next year, a horse and 
wagon. When Henry J. Heinz was seventeen 
years of age, he sold in one summer, from his 
father’s four-acre’ market garden, twenty-four 
hundred dollars’ worth of produce, a wonder- 
ful record, both in the fertility of the soil and 
the industry and business ability of himself. 

Henry J. Heinz was born in 1844, in Pitts- 
burg, Pa. His parents were German. In 
1850 they moved to Sharpsburg, a suburb of 
Pittsburg, and there the elder Heinz started a 
brickyard. The little garden, intended to supply 
fresh vegetables for the family, became a most 
valuable “‘ side line,’ as the above mentioned 
summer’s income shows. When the son reached 
his majority he was given an interest in his fath- 
er’s brick business, and he immediately made 
improvements which enabled the plant to great- 
ly increase its output. But Henry’s experience 
in the gardening business was either more to 
his taste, or he believed there was more in it 
for him than in making bricks. So he with- 
drew from the firm in 1869, and engaged in the 
pickiing business, and at this time started the 
business now carried on by the H. J. Heinz 
Company at Pittsburg. The beginnings gave 
little evidence of the vast business to which it 
would grow. One room of a small two-story 
building constituted the entire plant, and the 
first year three-fourths of an acre of horserad- 
ish was cultivated, grated and sold in bottles. 
In 1871 was commenced the manufacture of 
new articles, both in glass and wood, the latter 
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of which soon became the leading product of 
the business. By 1872 the business had so 
grown and prospered that the firm concluded 
to move to Pittsburg. At this time they were 
using the product of one hundred acres on the 
Alleghany river. Since then the progress has 
been steady and rapid. A vinegar factory was 
purchased in 1882, and land in its vicinity was 
purchased later. On this has been built as the 
necessities of the business required, until at 
the present time the buildings contain over ten 
acres of floor space room. To enumerate the 
many extensive farms under cultivation, to sup- 
ply produce for this great plant, would take 
too much space. There are over fourteen thou- 
sand acres, most of whose product goes to the 
Pittsburg plant, though a portion of it goes to 
branch factories in other sections, which, with 
warehouses, brings the total acreage of floor 
space up to twenty-three acres. While others 
are in some measure responsible, almost the 
sole builder of this gigantic business is the man 
whose name the company bears, and who still 
stands at the head of all its affairs.—7,rads 
Magazine, Boston, Mass. 
- 
THREE CLASSES. 

Chas. H. Taylor, Jr., of the Boston Globe, 
prepared a little booklet entitled: ‘‘ Who are 
the purchasing classes?’? He divides the 
human family into three classes: First, the 
million who buy frequently in small quantities 
but the aggregate is something enormous. Sec. 
ond, the hundred thousand who buy pretty 
largely and the aggregate is something great, 
The third is the select ten thousand who buy 
largely, but the aggregate of their purchases is 
comparatively small to the other two. 

> - — 

Newspapers afflicted with chronic consump- 
tion of capital are not healthy advertising 
media.—Profitable Advertising. 
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USED BY THE MANUFACTURERS OF THE PIERCE BICYCLE, 
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AWARDED FEBRUARY 15, 1899, BY “ PRINTERS’ INK,” THE LITTLE 
SCHOOLMASTER IN THE ART OF ADVERTISING, TO THE KANSAS CITY “ STAR”; 
THAT PAPER, AFTER FOUR MONTHS’ CAREFUL WEIGHING OF EVIDENCE, HAV- 
ING BEEN PRONOUNCED THE ONE PUBLISHED WEST OF CHICAGO WHICH GIVES 


AN ADVERTISER THE BEST SERVICE IN 


PROPORTION TO THE PRICE CHARGED. 





THE LAND OF NEWSPAPERS. 

America is truly the land of newspapers. 
The love of newspapers may be said to be a 
permanent craze, in fact, for no sooner do chil- 
dren begin to read before they pick up the 
newspapers and spell out their words just as in 
the old days their parents did out of fairy tales 
and story books. American families are om- 
nivorous readers, They devour every scrap of 
their papers and digest the mass ina wonderful 
manner. Merchants have long ago remarked 
this characteristic of the average citizen and 
they have not scrupled to utilize it to theirown 
great advantage.— Yonkers (.V. Y.) Heraéd. 


> 
COSTLY OVERSIGHT. 

Sometimes you hear a merchant ~~ that he 
has stopped his advertising because his rivals 
have stopped, and he doesn’t propose to incur 
an unnecessary expense when he has no com- 
petitors to contend with. He seems to forget 
that he would have the field to himself if he 
continued, 


oo. oe 
Tue day has gone by when the simple name 
of an article, on the fence, in the street car or 


ona billboard or any other mere sign can be 
considered adequate or effective advertising. 
The facts must be told connectedly and the 
veasons given. That can be done only in the 
newspaper. This is why newspaper advertis- 
ing is increasing out of all proportion to the 
signs so freely used some years ago.—Des 
Moines (la.) News. 


THEATRICAL ADS. 

A theatrical advertisement, to be accurately 
written, should contain the following informa- 
tion, in addition to the name, star, etc. 

First. The location of the theater. 

Second. The time of commencement of the 
evening performance. 

Third. The number of matinees per week, 
the days on which they are held and the time. 

Fourth. The price of admission to the dif- 
ferent parts of the house. 

Fifth. The hour at which the performance 
ends.—Fame. 


— ne 
DRIVES HER NEARLY CRAZY. 

“‘ Fannie, take my advice and never marry a 
newspaper man.”’ 

“But your husband is a newspaper man, 
and you seem to get along very well.” 

“‘But we don’t. Every evening he brings 
home a big bundle of newspapers from all over 
the country, and it nearly drives me crazy.” 

“ How so?” 

“T read the bargain counter advertisements 
in Chicago, Boston and other places a thou- 
sand miles off, where I can’t get to them.”— 
The Buyer. 

Get right at your story. Plunge into it as 
the bather plunges into the ocean. Preamble 
is obsolete. Modern business is quick busi- 
ness—modern advertising should be a reflex of 
the business—getting to the heart of the mat- 
ter in double-quick order.—/. A. McDonald, 








ANOTHER VIEW. 


Office of REMINGTON BroTHERs, i 
Newspaper Advertising. 
309 B’way, New York, Feb. 18, 1899. \ 
Editor of Printers’ INK: 

The story in regard to our ‘‘ County Seat”’ 
list is a plain, straightforward one. Our list 
contains 1,497 weekly papers and 497 daily pa- 
pers or thereabouts. Our plan is to take the 
two best papers in each county seat and where 
there is another large town in the county that is 
included. We take one paper on each side of 
politics (the best one). If the advertiser pre- 
fers another paper in any town, we will substi- 
tute it at the same price. We obtain fromeach 
paper a statement of its circulation, some of 
which are sworn, and by taking the total aver- 
age of these papers you will find they are sub- 
stantially the same as those given by the other 
leading newspaper directories. If an adver- 
tiser wishes to use this class of papers, he cer- 
tainly can cover a State in a systematic man- 
ner and at a moderate cost; and we believe 
he can reach the inhabitants of any town or 
section, locally, with less money than in any 
other way. For instance, Bedford, Pa., is a 
town of 2,300 people, surrounded by a good 
farming district. It has two weekly papers, and 
fora small sum an advertisement can be run 
for a whole year and placed before the inhabit- 
ants of that town and the surrounding country; 
and we do not know of any other way in which 
it can be accomplished for the same outlay. 
We have many customers who are successful 
advertisers and have used these papers con- 
tinuously for years, and they pay them. Since 
you have offered some rewards, we will offer 
two of $s0 each. First, $50 for any other list 
of county papers, regularly published, that is 
as good as our “‘ County Seat”? list. Second, 
$50 for evidence to show that an advertiser can 
obtain the same amount of service in these pa- 
pers for the same amount of money through 
any other source, equal to that given by us. 

Our business is growing and we have re- 
cently made considerable addition to our office 
force, and having outgrown our present quar- 
ters, have rented larger offices in the New York 
Life Insurance Building, No. 346 Broadway, 
and will remove there in a few days. Yours 
very truly, REMINGTON BROTHERS. 





iene 
FROM ST, LOUIS. 
St. Louts, Mo., Feb. 14, 1899. 
Editor of Printers’ Ink: 

One of the first moves of the Liggett & 
Myers Co. after being swallowed up by the 
trust was to cut salaries from one-third to one- 
half. The advertising man who formerly drew 
$25 a week was handed an envelope with $12 
therein and he resigned on the spot. 

During the cold spell, when the thermome- 
ters stood below zero for over a week, two o' 
the local theaters did not put out any window 
li.hographs, as the windows were badly frost- 
ed. The attendance showed no decrease 
from former weeks, notwithstanding the weath- 
er was against them, and it is probable that 
they will abandon the lithograph altogether. 

At St. Louis the Mississippi River was 
frozen over February rst, the first time for 
years. Thousands upon thousands took ad- 
vantage of it and enjoyed skating upon the ice. 
A local hardware firm employed men to keep 
immense roaring fires going near the shore, 
and a billboard, to keep off the north wind, 
told who furnished the fire, and who sold the 
best skates cheapest. J. B. Mountjoy. 

—————_+~o>—___—_. 

A REGULAR advertisement ina regular pub- 
lication is worth more and costs less than any 
other form of advertising.—A dvertising. 
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HIS SUGGESTION. 
New York, Feb. 11, 1899, 
Editor of Printers’ INK: 
I inclose a cut, showing how letter boxes 
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might be utilized for advertising. DET 
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A FLORIDA DAILY. 
New York, Feb. 16, 1899. 
Editor of Printers’ INK: 

In justice to the Metropolis of Jacksonville, 
Fla., | beg to give you information I gleaned 
from personal observation. As publisher ofa 
daily paper at Savannah, Ga., I had occasion 
up to 1897 to visit Jacksonville every few months 
where I investigated the circulation as well as 
the system of circulating the Metro/olis. | 
found some 45 to 50 carrier boys each witha 
list from 100 to 150 papers to deliver on their 
routes to paid subscribers. I witnessed many 
times the printing of the paper and am cor 
vinced the circulation of that progressive paper 
was anywhere between 4,800 and 5,500. This 
at a time when the 7imes-Union was also pub- 
lishing an afternoon edition which has since 
been discontinued. There is no indication of 
the Metropolis having lost circulation since 
1897, but, on the contrary, I believe they show 
again. It is evident that they carry more a 
vertising than the morning paper, except 
Sunday, and more than any other paper in the 
State of Florida. I am thoroughly posteda 
tonewspapercirculation in Georgia and Flonda, 
and any reputable merchant in Jacksonville 
will testify to the character and quantity of th 
Metropolis’ circulation. I have no interest 
whatever in the paper other than to see justic 
done to my friends, Messrs. Carter and Russell 
who have made a success of their efforts, Re 
spectfully yours, Davip Rostnsov. 

so 

An advertisement that is not believed is 
worse than no advertisement. It calls attentiot 
to the dishonesty of the store.—C, V’. White. 
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STILL MARCHING ON. 


THE ONE NEWSPAPER THAT COVERS THE SOUTHWEST, 


LOS ANGELES TIMES 


Circulation Statement for Every Day of the Year 1898. 


APRIL| MAY | JUNE | JULY | AUG. 
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ANALYSIS. 


Total Number of Copies Printed Daily and Sunday ....9,537,887 
Sunday Average 000 33,738 
Total Number of Returns for the Entire Year 135,593 
Daily and Sunday NET Average. 26,131 

By a careful examination of the figures in January and December, it will 
be seen that the approximate gain in circulation during the year is, for the 
Daily issue, 3,000 copies; for tie Sunday issue, 6,000 copies. 





STATE OF CALIFORNIA, 
County or Los AnGEtgs, § ** 
Personally appeared before me, HARRY CHANDLER, Vice-President and General Mana- 
ger of the Times-Mirror Company, who being duly sworn, deposes and says that the daily 
bona fide editions of THe Times for every day of the year, ended December 31, 1898, were 
as above. (Signed), Harry CHANDLER, 
Subscribed and sworn to before me this 25th day of January, 1899. 
Tuomas L. Cuapin, 
Notary Public in and for the County of Los Angeles, State of California. 
(@ Nore.—Figures in bold face type in the above table show Sunday circulation. 49 


[sEAL.] 





The average net daily sworn circulation of THE TIMEs for the past eight 
years, ending in each case on September 30th, is shown below: 


WILLIAMS & LAWRENCE, 


ADVERTISING MANAGERS, 


59 Tribune Building, New York City. 87 Washington Street, Chicago. 





PRINTERS’ INK. 





[a «- AND FIRESIDE, unlike many so-called agricul- 


tural papers, secures its circulation from the farms 
instead of from cities and towns. 

It is the only kind of circulation that is of value to the 
manufacturer of agricultural implements. 

Compare Farm and Fireside with those of the make- 
believe kind, and see for yourself. Among the noted 
advertisers of implements who pin their faith to it are 
Studebaker Vehicle Works, Farmers’ Handy Wagon Co., 
M. Rumely Co., Sandwich Manufacturing Co., Aultman & 
Taylor Machine Co. and scores of others. 

If you follow their lead you will “reach the farmer” 
—and we want to say it again, “he is rolling in wealth.” 

Sworn 1898 circulation, 323,025 copies per issue. 


MAST, CROWELL & KIRKPATRICK, Publishers 


NEW YORK CHICAGO 
108 Times Bidg. SPRINGFIELD, OHIO — 1529 Marquette Bidg. 


‘ITS SUBSCRIBERS ARE | 


FARTIERS WHO FART 




















THE OLD-FASHIONED POSTER. 
How dear to my heart is the old-fashioned 
poster, 
So simple in colors, so plain in design ; 
No matter of what it was used as a boaster, 
The ad was attractive in every line. 
A circus, a theater, soap, shoes or clothing, 
A new style of hat or a modern hotel. 
The peas ot childhood did rot fill with loath- 


ng, 
Like those in which Beardsley now tries to 


excel, 

The old-fashioned poster, the truly drawn 
poster 

The neat-colored poster that suited so well! 


flow oft, when I see on the walls and the fences 
Those fearful creations they call an “art 
craze,” 
I gladly admit they are true evidences 
Of “craziest”? art, but unworthy of praise. 
The juvenile drawing, so stiff and so awful, 
The nightmare of color, whose horrible spell 
Makes every observer to long for the lawful, 
The old- fashioned poster that pleased us so 
we 
The old- fashioned poster, the truly drawn 
poster, 
The neat-colored poster that pleased us so 
well! 


Oh, where are the artists that were skilled in 
drawing— 
The men that we knewas adepts in their art ? 
Who harmonized colors without overawing 
The sensitive eye and the peace-loving heart ! 
Oh, give us the simple, the neat advertising 
That formerly graced both our fences and 
walls, 

Instead of monstrosities, truly surprising, 
That only the vilest of nightmares recalls. 
Oh, give us the poster—the truly drawn poster— 
The old-fashioned poster that pleased us so 
well! —Fame. 





——— 
TRUE ENOUGH. 

The men who have made and are making 
fortunes in advertising are satisfied if the ad- 
vertisement tells the story in a plain, convincing 
way. They are satisfied if it sells goods. They 
don’t care whether it is new or old.—Sates. 
+e 

FOOD AND MEDICINE. 

The great advantage in advertising food and 
medicine is that the customer secured continues 
to purchase more and more of thearticle. S ch 
a condition is entirely absent when the adver- 
tiser sells pianos or similar articles. 

Classified Advertisements. 
Advertisements under er this head twolinesor more 


without stephan Must be 
handec 














Ww. uy, rent and sell letters replying to ads. 
P RESS LETTER EXCHANGE, Sta. E, N 


PERFecT haif-tone e ents, 1 | 1 col.. $1: larger, 10c. 
per in. ARO ENURAVING co., Younes- 
town, Ohio. 


F you have large quantities of unused U. S 
stamps forsale r -gularly, address “ AGENCY, 5; 


care Printers’ 
A* Dv. —_ - all large cities, for the best trade 
Liberal com. Write, giving exp.and 
pape = roe: 1090, 326 Dearborn St., Chicago. 


DVERTISING Ideas Wanted. New sugges- 
4 tions on illustrating and aaaee © advertise- 
ments for silverware. “MANAGER,” Box 753, 
Meriden, Conn. 


W ANTED—Case of bad health that R*1-P*A‘N’S 

will not benefit. Send 5 ceats to Ripans 
Chemical Co., New York, for 10 samples and 
1,000 testimonials. 


PRINTERS’ INK. 
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geand 
bought at a small discount. 


QTAMPS wanted—Uncancelled U.S. 
‘ revenue stamps 

— quantity. Write or cali. CHAS. WEIL & 
CO., Bankers and Brokers, 421 Broadway, N. Y. 


’ANTED Two linotypes. Must be in good 
condition, with matrices for seven and 
eight point type. Send full description and cash 
price to “COUNTRY PUBLISHE:®,” Carnegie, Pa. 
Ac= in every town and city to handle the 
greatest enc polopedss of advertising ever 
ublished, and sold on a brand new ey 
yood pay. Address “ PUBLICITY,’ 
Columbus, Ohio. 


YRINTERS’ SPECIALTY — Desire to acquire 
some patented specialty to be used in con- 
nection with printed ae er, suitable for mail 
order business, . SPOTSWOOD, Manager, 
Harrodsburg, ky 


[* editorial office of trade publication— Young 

man to look over exchanges and make him- 
self generally useful; one who can operate a 
typewriter pestered. State age, qualifications 
and salary. “B. E. T.,’’ care Printers’ Ink. 


[[ALE-TONE price e list. 
Send good phcto. 
pér a Goan: two col., 


Work guaranteed. 
One col., $1 each, $5 
$2 each, $10 per half 


dozen. r cuts, ten cents perinch. Ask for 
samples. | ‘CHER K ENG. CC CO., Columbus, Ohio. 
\ 7 ANTED- Retail mercha merchants in every line of 


business to send for Co ge page of Mar- 
riner’s Combination Day-Book (copyrighted): 
practical, simple; combines day-book, cash-boo 
and journal; only book required except ledger. 
J. E. MARRINER, Berlin, N. H. 


QITUATIC IN wanted as advertising manager or 
‘ solicitor on a good daiiy or trade paper. 
Past five years advertising manager of a le ading 
daily in New York State. An A No.1 man. Best 
of refe erences from past and present employers. 
Address, “‘ MANGER,” care Pp rinters’ Ink. 


TOC K Embossing Plates for stationery : sixty 
‘ new designs covering all the principal mer- 
cantile lines ; each in two sizes ; sold on our plan 
as low as 30 vents each for the printing and em 
bossing plates; a bonanza for nters. Send 
for full particulars. HARPEK I PLU STRATING 
SYNDICATE, Columbus, Ohio, 
] )YRINTERS’ INK desires a young man as assist- 
ant in its editorial de rtment. He should 
have some facility in expressing what he is to!d 
to write, be intelligent and energetic and be will 
ing to turn his hand to whatever may be required 
to be done. If he knows some thing about adver- 
tising, and can take dictation in shorthand, or 
can operate a typewriter, so much the better. 
Applications are solicited by mail that state age, 
oy sand salary expected. Address PRINT- 
ERS’ INK, 10 Spruce Bt. 


P PRINTERS 





In towns of from 
5,000 population upward 
FOR $2. 


I send yo" plan, full particulars and 
semples of an advertising idea just as I 
mnaged it, and which you can work just 
as well as I did, that can be made to real- 
ize for youa clear profit of from 20 to 50 
times this smal] investment. Cne of the 
nicest ideas ever offered to a printer as a 
money maker. No need of your presses 
being idle while you work this idea. Will 
bring you a ¢ onstant profit for months to 


come. 

W. MOSELEY, 104 Hill St., El 

I refer by permission to the 
tional Bank. 


in, Tl. 
‘gin Na- 





+> 
AD EDITORS. 
¥ OU send us your copy ; 


it. Write for booklet. 
Box 413, Madison, Wis, 





we edit and criticise 
THE PUBLIC E 





iain ————_— 
” PRINTERS. 
F you are a believer in printing that makes a 


hit, it will pay you to send your order to THE 
LOTUS PRESS, Printers, 140 W~ 23d St , N. Y.( ‘ity 


IRINTING — Such as billheads, letter anita, 
notcheads, statements, caceeee, — : etc.. — 
at lowest possible rates. First-c we 
anteed. 4-7 for prices, THE HERALD PRESS, 
Emlenton. 








PRESS CLIPPINGS. 


ANHATTAN PRESS CL! PPING BUREAD, No. 
4 2 West i4th St.,N. Y. Press Clippings for 
trade journals ; all subjects ; best facilities 





SS ae 
SUPPLIES. 
‘HIS PAPER is printed with ink manufact- 
ared by the W. D. WILSON PRINTING INK 
CoO., L’t’d, 10 Spruce St., New York. Special prices 
to cash buyers. 








ee 
JOB PRINTING SPEC . iLTIES. 


pvst AISHERS are “making money and perma- 

nent customers handling our Ledgerette 
Bill File in Job printing dept. W. R. ADAMS & 
Cv., Detroit, Mic ch. 


<2 





ILLUSTRATORS AND ILLUSTRATIONS. 


}T ETAILERS looking for clean cut, attractive 

illustrations should send stamp for new ¢ a 
sheet. Cuts made to order. J. ANGUS MA 
DONALD CUT AND AD SERVICE, W orld Build. 
ing, New York. 


NEWSPAPER METALS. 


F Blatchford stereotype, linotype and electro- 
type metals cost no more than those of other 
makes, they’re che ap enough. If they cost less, 
it isn’t because they’re made from cheap materi- 
als, by cheap wor kmen, but because the bigness 
of the Blatchford business and the completeness 
of their facilities, enz a the manufacturers to 
sell at the price es they do. It’s quality first, al- 
ways. E. W. BLATC Hrorp & CO., Chicago. 
>, 


ADVERTISING NOVELTIES. 
AD NOVELTIES made by CHICAGO ENVEL- 
4 OPE CLASP CO., Bucha hanan, Mich. 
\ 7 ATCHES for adv. purpose s, 75 cts. up. 
free. CANTON CO., Eastport, N. Y. 
QIGNS that sell goods. The kind we 
Samples free. RONI-MOUS & CO., Balto., 
I IVE newspaper offices doing job printing can 
4 increase their business by monthiv card 
} agg om Samples for stamp. COURIER PUB. 
., Rochester, N. H. 
L OW Price Advertising Novelties with genuine 
4 merit. Something new every day. rite 
cor samples and ¢ atalogue, THE WHITEHEAD 
& HOAG CO., Ne wark, N N. J. 


Tbe the purpose 
of Advertising 


Cat. 


make 
Md. 





announcements 
to benefit 


of Inviting 
Novelties. likely 





reader as well as advertiser, 4 lines will be in- 

serted under this head once for one dollar 

VV ABNING ! Don’t order any but the Ameri 
ean Mailable Bill File. No others are pat 

ented, and they may get you into troubi le. The 

“Positive Lock” and all ethers will be sued as 

infringements. AMER. BILL FILE CO. Fort 


Wayne, Ind. 
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A DVERTISING MEDIA. 

4( WORDS, 5 times, 25 cents. HK NTEKPRISE, 

Brockton, Mass. Circulation eng ye 

A Dye RTISERS’ GUIDE, ma wmarket, N. J., 8c. 

d line. Cire’n 4,000. Close 24th. Sa: Lt free 

MERICAN HOMES, Knoxville, Te nn.; lyr.$ 
including 40-word ad. Disp. 1 >. ag. line 

NY person advertixing in PRINTERS’ INK 

“\ tothe amount of #10 or more is entitled to 

receive the paper for one ye ar. 


GQ UBSCRIBERS and 
‘ 











1, 


press throughout the 
United Kingdom. erica, Australia, New 
Zealand, (‘anada, India, Italy, speak in praise of 
PUBLICITY, the popular monthly for advertisers, 
bed onty English publication known to PRINT 
ity cents yearly. MO RISON 8 AD 

VERTISING AGENCY, Hull, Engiane 


BOUT seven eighth> of the advertising done 
é fails to be effective because it 1s pla 
rates that give no more than o' 
value that might be had by placing 
e same advertising in other papers. If you 
have the right advertisement and put it in the 
right ‘rs, your advertising will may Corre- 
mdence solicited. Address THE GEO. P. 
won ta (ADVERTISING AGENCY, 10 Spruce St., 
ew 
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MAIL ORDER CATALOGUE. 


jo ILI. supply a duplicate set of electroplates 

a larg general merchandi~e catalogue 

at one ome the cost of producing the i 

plates, 320 pages. Correspondence invited. ‘ 

le catalogue 15 cents. A. H. MONROE, 374 bes 
DOTN St., Chicago. 





BILLPOSTING AND DISTRIBU TING. 


DVERTISING. Samples distributed and cards 
4 tacked up cheaper than ever. For partic- 
ulars address FRED FISHER, Malaga, Cal, 
A DVERTISERS—We mail advertising of all 
Py % kinds. Blotters $2.50 per thousand, 6x9 cir- 
$1.50. Good lis ADVERTISING 
ry, 345 Hudson £ Cc ‘hicago, Ill. 





+1. 
FOR SALE. 


OR SALE—Ten R'I'P"A 
gists’. One gives at lief. 


VOR SALE—5,000 new addresses, all States, $1.50 
per 1,000, THE BUCKEYE HOME, Forest, 0, 
Us SQUALI ‘D _country news and job plant in 
) Western Wi consin, $2,000. Official county 
maper. Exce hows job patronage. Must sacrifice 
immediately. ** BONANZA,” Printers’ Ink. 


KF‘ +R SALE—Two Thorne typesetting machines, 
with large dress of brevier type used but a 
short time. Price 'v 
to suit. WORCKSTE R 
Massachusetts 


yee SALE OR LEASE-—A successful weekly 
newspaper and job printing plant in Maine 
city, 6,00) population. Only paper. Established 
1888. Good job patronage. $5,000 buy ys outright, 
Will sell part interest or lease. Correspondence 
solicited. C.W. KOBBINS, Olid Town, Ne. 


NHANCE OF A LIFETIME. Patent medicine 
business for sale. Owner compelled to make 
sacrifice for satisfactory business reasons. Well 
estab!ished, widely advertised and paying. The 
preliminary work has been dene, the first outlay 
made, and the business is now ready to earn 
money. Advertising contracts paid in advance, 
with two hundred newspapers, for large space, 
will be turned over to purchaser. Remedies of 
wonderful merit. Hundreds of testimonials. 
The best thing of the kind in the South. $5,000 
cash required. Write to-day ‘or particulars if 
vou are prepared to buy. CRABTREE’S AGENCY, 








‘S for 5cents at drug- 


Terms 
Worcester, 


ow if sold at once 
POST CO., 











Chattanooga, , Te nn. 
NE WSP. 1PE R B B ARG. 4INS. 
Qs BUYS only weekly in 5,000 town in 
al 2,500 Berson! Easy terms. C. F. 


DAVID, Abington, Mass 

2,000 cash buys half interest with a bright 
man—Dem. daiiy in a New York town with splen- 
did future C.F. DAVID. 

$2.000 buys the only Rep. weekly in Mass. town 
9,000 people. Good pk ant and a wood business. 
$1, 000 or more cash. C. F. DAV 

$3,500 buys a dandy weekly we I located, doing 
good bus. ina Mass. town. Right man-— $1,000 or 
more down. C. F. DAVID. 








$2,000. Old established weekly in a New York 
town. C.F. DAVID. 
$4,500. A leading Rep. weekly in large Oregon 


town, doing a fine business. Reasonable terms. 
C.F. DAV 
2,000 to $5,000 in the pocket of a solid newspa- 
yer man who will visit one of the best plants and 
west weeklies in New York St :te doing a business 

over $15,000—will ao — in an interest and 
good situation. C.F D 

Three great chances in “ae South. 
properties paying 
required down $3,5 DAVID. 
2,000 cash and a bricht 1 an, can get half in- 

i yeekly with a reliable = “i ina 

ew Hampshire. C.F. DAVID. 
35,000. Splendid daily “a! pliant in Northwest. 
$17 5,000 or morecash. C. F. DAVID 







Newspaper 
















, po Fine paying di An in Mass. city. C. F. 
DAN 

5.000 interest in adaily in a Mass. cit}. C.F. 
D AV ID. 

Cc. F. DAVID, confidential broke r in newspa- 
pers, Abington, Mass., 26 years’ experience. I 
you want to buy write me just what you want, 
about Benga about how much you will pay 
down, 


Ifa fe ‘Hable Baa aper can be hought you can 
bet that “ DAVID ” knows aboutit, and‘ DAVID” 
will connect oo: with it, 


















SPESS 


all 
ir- 
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SIGN ADVERTISING. 


B° LLETIN, fence and wall. HUMPHRYS AD- 
) SIGN COU., 1227 Market St., Phila., Pa. 





MISCELLANEOUS. 


fa ees, for business and private purposes, 
Sp. iiussrased Ee Aa free. CAN- 
TON W “ATC i Cc , Eastport, N. ¥ 


ACK Rabbits! Make money ralcing: rate rab- 
e) $bits. Send 6c. for gatalogue Address J. F. 


FAGAN, 10 Church 8t., St. Joseph, Mich. 


W INE for gentlefolk. We have as good goods 

as your money can buy. The list is too 
long to publish, will send it fora postal. C, E. 
SWEZEY, with Brotherhood Wine Co., N.Y. City. 


Ges: TEMPLAR AND SHRINER Address 

Cards. Largest variety in the country. 
Five —— beautiful designs. All societies. 
Inclose stamp for samples. THE MILTON H. 
SMITH CO., "Hochester 








ae +e 
ADVERTISEMENT CONSTRUCTORS. 
ONES. 
J 





JONES, 42 World Bldg., N. Y. 
e 


yo & HELM, 111 Nassau St., N. Y. 


TH “Ad”-er's Primer, 5c. Box 391, Des 
Moines, 
Dues CY has given up the ge neral field and says: 
* Send your orders to Jones.” 


H. McGREGOR, of cette, N. Y., will ex- 
4\. ercise his versatility on your advertise- 
ment for $1. Twe enty years a at it. 


Skee only writer “ot exe lusively medical and 
drug advertising. Advice or samples free. 
ULYSSES G. MANNING, South Bend Ina. 


os . SCHWARTZ, Room 905, Te mple Court, N. 
the y. , writes booklets, dis splay ads, all sorts of 
commercial literature.’ keference, PRINTERS’ 
InK. My oldest customers are my best ones, 


PENECRNCCUUCCUUCCCVOOUU COUT CC NCCU ene w 





ALON AT OS 


Ps iNT medicine pullers. ARTHUR E. 
VETT, 23 Hamilton Ave., Chicago. 


E FFECTIVE ad matter written. CHAS. 
“4 WOOLFOLK, 446 W. Main St., Louisville, ky. 


[* McClure’s, Munsey's, Cosmopolitan and Re- 
view of Reviews you will find examples of yd 
ge page and half page = — = or the kK 
Jenkinson Co, ("FI wa NY, 
cH ARLES AUSTIN BATES, \ ‘anderbilt Bl 


ee | WRITE ads!” * Yes, sit sir! Itry to use cor- 
rect English not “Language commonest 
- ople can understand.” I don’t indulge in side 


“heads nor in big lines that catch eyealore. Don’t 


beat my breast and say, “ Just look at me!” 25 
deol expe rience as practical, artistic printer— 
est p.-h.’s. Have studied art. Know what looks 
well. I’m away out here, but I’ve “ been there.” 
Think I could be of service? Write. inclosing 
matter. F. HOVER, Box 437, North Platte, Neb. 


pOHRATON attends to the whole business— 
writing, designing and printin I believe I 
can get up an advertise ment or boo ‘Jet or conned 
lar as well calculated to sell goods as my bn Tso 
in the business. I have better fac ilities than nase 
other man in the land for turning out the fin- 
ished job. It is all done under my personal 
supervision. I am always on deck myself. No 
metter what you may want, write me about it. 
Send your name on asmali postal for a copy of 
my large postal. WM. JOHNSTON, peneee 
Printers’ Ink Press, 10 Spruce St., N. ¥. City 


J ONESONODDNDDDD0ODDDDDDDOOTUHK 
000000000000000 0000 000 000 





00 00 
00 _ I gladly send booklets that expiain oo 
90 my methods to business men who ask OO 

10 forthem, See my page advertisement OO 
00 in another part of fits issue. 00 
00 oo 
00 CHARLES F. JONES, oo 
OC Writer, wo and Director of oo 
oO VERTISING. oo 
OO Practical aavi ic e on el ss Subjects. OO 
00 Suite 42, World 7 me oo 
oo New York, pe 


0oO 
OOO0O00000000000000 00000000000 
O000000000000 000006 00000000000 
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for a great London 


business trip around the 


PUAMUTARUECUNUCUMTAUUCCUVCC UNC CCU CONC OWN 


or so. 


dow tickets. He used to run 


them. * * 


here.’ 


every week,”’ he explained. 
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y 
ee 
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TRUE. 


Mr. T. B. RUSSELL, Advertising Manager 


house, 


the experiences he ran across: 


A friend of mine, who representsa big American con- 
cern, goes through the colony of New Zealand once a year 
Among the people whom my friend used to call on 

was a druggist, a live man, with ideas beyond his fellows. 
Among these ideas were newspaper advertising and win- 


in it, and hang out his store window with neatly stenciled 
cards that reproduced the catchlines. 
strike my friend was the excellence and endless variety of 


One day he asked the druggist about them. 
do you think of all these things?” The man of medicines 
said: ‘* Well, I don’t mind telling you. 
So saying he unlocked a drawer and exhi bited 
about a year’s copies of Printers’ INk. 


frre everevereveren rruverevr terre re a 


recenily made a 


world and this is one of 


an ad with a catchline or two 
But what used to 


* 
“How 


I get ’em out of 


**Get one of ’em 
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We are the largest 
handlers of street car 
advertising. 

We control the best and _ lar- 
gest list of cities, have the greatest num- 
ber of known successful advertisers, do the 
largest business in the world, and our rates a 
lowest for legitimate service. 

Among the good things we offer, the best 
isin the Brooklyn “ L” road, where we give ym 
in 297 cars, many of which cross the Bridge. 

There are many good points you ought tiibo 


You can get them all by mail, for the asking. 


GEO.KISSAM & C 
253 Broad q! 
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An Ad ina street car is bound to be seen. It can’t 


be thrown away, turned over or turned down. There 
Sa it stands, bold and handsome as you please, for 

a every eye tosee. 
There is plenty time for the beholderto 
appreciate its meaning, and apply the 

moral to himself or herself. 

That is one of the reasons why 
street car advertising, rightly 

done, as we do it, pays! 











present 
(24 inch card 


bout this advertising. 

















| DESIGNED BY 
|WOLSTAN DIXE f+ 


i /50 NWASSAU 357, NY. 
5 MY. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 

t@ Issued every Wednesday. Ten centsa copy. 
Subscription price, five dollars a year, in advance. 
Six dollars a hundred. No back numbers. 

t# Being printed from plates, it is always pos- 
aible to issue a —e edition of five hundred cop- 
ies for $30, or a r number at the same rate. 

Pu biishers: desiring to subscribe for PRINT- 
ERs’ INK for the benefit of advg. patrons may, on 
cqeioaien. obtain special confidential terms. 
ny person who has not paid for it is re- 
ceiving PRINTERS? INK it is because some one has 
subscribed in his name. Every pape r is stopped 
at the expiration of the time paid for. 
ADVERTISING RATES : 

Ciassified advertisements 25 cents a line: six 
words tothe line ; pearl measure ; display 50 cents 
a line; 15 linesto the inch. $100a page. Special 
position tw y * five per cent additional, if grant 
ed ;, discount, five per « r cent for cash with order. 





Oscar HeRzBERG, Managing Editor, 
Peter Doucan, Ma ager of Advertising and 
Subscription Department. 


No. 10 Spruce STREET. 
Ww a 50-52 Ludgate 
Hill, 


New York Offices: 
Lonpon AcenT, F. 


NEW YORK, “MARCH | 1, , 1899. 


WRITE your advertisement so that 
there can be but one possible con- 
struction, and that the right one. 








THE best results are obtained by 
sticking to the best media and spend- 
ing an adequate amount of money in 
each of them. 


Ir is possible to pay so much for 
space that all the profits from the 
sales actually made are snuffed out 
by the cost of making them. 


PRINTERS’ INK would be pleased to 
receive, for review, specimens of ad- 
vertising novelties, and to be informed 
what the result of their use has been. 





Wuat the Boston Journal is saying 


about the circulation of the Boston 
Herald is true. 
“ That he is mad, ’t is true ; ’t is true 


’t is pity; 
And pity ’t is ’t is true.” 


A LIGHT-FACED type, like Cushing, 
for instance, will be found to set off 
half-tone cuts very satisfactorily. 
Heavy-faced type is apt to compete 
for attention with the half-tone pict- 
ures, with the result that neithertype 
nor picture makes a sufficiently definite 
impression. 


THE object of the advertiser who 
knows his business is not to reach 
everybody, but everybody who can be 
reached at a fair price. What a fair 
price is depends, of course, on the 
nature of the article—to how many 
people it appeals, how great the profit 
in selling it, and other factors. 
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A GooD many failures in advertising 
are not the fault of the advertising at 
all, but of the store or business. 





Don’r advertise in any way that 
would not impress and convince your- 
self, were you the intending purchaser. 


A READER of PRINTERS’ INK, who 
is interested in advertisements of flour, 
examineda large number of newspa- 
pers with a view to securing some mill 
and flour announcements. He says 
he discovered none that were not com- 
monplace and practically mere cards. 
Are there any good flour advertise- 
ments? Will some reader send the 
Little Schoolmaster one? 


THE mail order articles which ap- 
peal most to rural populations, accord- 
ing to the opinions of those who have 
talked with PRINTERS’ INK on the 
subject, are small, useful and inexpen- 
sive novelties—things which may be 
common enough in the large stores of 
the cities, but which are rarely seen in 
the less populous districts. These 
are sent for on account of their use- 
fulness far more than for the satisfac- 
tion of mere curiosity. Advertisers 
are often surprised to discover that a 
mail order business mny be built up in 
the most common articles—things 
that are apparently to be found in 
every town. The reason for this, 
probably, lies in a certain glamor in- 
herent in sending to a large city for 
what can as easily be secured at home. 


THE /ndentor’s Guide is the newest 
PRINTERS’ INK baby. It hails from 
Parsi Bazar street, Bombay, India. It 
is published quarterly by H. M. Mason 
& Co., advertising agents, and “ circu- 
lated free throughout the East, includ- 
ing China and Japan, and to various 
parts not yet within the reach of ad- 
vertisers,” and claims a guaranteed 
circulation of 20,000 copies. It is full 
of English, German, American and 
Australian advertisements, evidently 
of concerns which desire Indian trade. 
Some of its foreign “ want ” advertise- 
ments are curious enough, as witness 
the following: 


cy INFECTION ERY.—Wanted, a Fem ile 
Apprentice. A good home. ‘No premi- 
um required.—Apply 21 Manor Drive, Halifax. 
P*a RY BAKER.—Lad Wanted, about 
three years at the trade.—Apply 35 Can- 
dleriggs, Glasgow. 








Labor must be scarce in Halifax 
and Glasgow. 








PRINTERS’ INK, 


MAIL ORDER CATALOGUE 
PREPARATION. 


In its February issue Advertising 
Experience publishes a mass of ad- 
vice on this subject. PRINTERS’ INK 
publishes the following extracts for 
what they may be worth: 

The average postage on books of 
the kind is two cents, although some 
require three, four and five cents. As 
economy is the basis of our argument, 
we will consider the two-cent book. 
The maximum number of pages that 
can be put into a book of this kind, 
the size being 6x9, is about eighty to 
ninety-six. Usually, the first sixteen 
pages are devoted to half-tone repro- 
ductions of wearing apparel, and con- 
sequently require coated stock, In the 
remainder of the book S. & S. C. 
(sized and supercalendered) stock may 
be used. The average price paid for 
the coated stock is 6 3-4 cents per 
pound; for S. & S. C., 3 7-8 cents per 
pound. Figuring the edition at 100,- 
000 copies, sixteen pages of coated 
stock, size 25x38, 80 pounds, at 6 3-4 
cents would cost $540. Eighty pages 
S. & S. C., size 38x50, 70 pounds, at 


3 7-8 cents wolud cost $677.25. Cov- 


er stock will vary with the taste of the 
individual, but the average price would 


be 8 cents. A 20x25, 50-pound cover 
at 8 cents would amount to $200, mak- 
ing the cost of paper stock for 100,00c 
books $1,417.25. 

Having disposed of the stock, we 
will next take up the matter of en- 
gravings. The cover has become one 
of the principal elements of the mail- 
order catalogue. An attractive cover 
is as essential as any other point. Cov- 
ers are being made in half-tones, zinc 
etchings and by lithography. The 
first named, although lately come into 
use are accomplishing the best results. 
A first-class cover printed in three 
colors from half-tones will accomplish 
the best results at a less cost than 
either of the other methods. Design, 
plates and printing by this process 
would approximate $300. 

The first sixteen pages are to be de- 
voted to half-tones. The average cost 
of this work per page, including the 
plates, is $35, making acost of $560. 
The engravings for the balance of the 
book will approximate $500 more, mak- 
ing a totai of $1,060 for the illustra- 
tions in the body of the book. The 
composition, electrotyping, presswork 
and binding of 100,000 copies would 
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cost in the neighborhood of $1,200. 
The postage at 2 cents would be $2,000, 
addressing $100, inclosing and stamp- 
ing $100; making a grand total cost of 
$6,177.25, or 6 2-10 cents per book. 

Having laid out our book as to the 
approximate cost, next in order comes 
the selection of stock. More good 
work on the part of the compiler, en- 
graver and printer is spoiled yearly by 
the use of poor paper than the paper 
makers can ever answer for. Half- 
tones and zinc etchings show to the 
best advantage on pure white stock. 
To select a tint, or to allow one to be 
forced upon you by the paper dealer, 
is a mistake. The white stock is diffi- 
cult to make, and shows imperfections 
in making more plainly than does the 
tinted, consequently the paper dealer’s 
anxiety to show the superiority of the 
tinted stock. This also applies to the 
S. & S.C. stock. Do not use the 
sulphite stcck. Pay the extra cost 
and get as near to a good rag stock 
as you can. 

Do not forget that owing to the 
whiteness of the paper, opaqueness is 
an essential. You must strive for a 
perfect sheet in a light weight that is 
as nearly opaque as possible. This 
applies to the coated stock as well. 
If your cuts show through from the 
other side, it is an imperfection that 
will be a great detriment to your book. 

Order your stock sufficiently ahead 
of time to give the paper makers time 
to turnit out. Hastily made paper is 
like anything else hastily made. It is 
likely to be poorly trimmed and not 
properly squared. If this is the case 
the printer is unable to make his forms 
register, thus making unequal margins 
and spoiling the appearance of the 
book. It often happens that certain 
kinds of paper collect and hold elec- 
tricity. If the paper has time to sea- 
son the electricity usually leaves it, 
but if not the sheets stick together and 
give the printer much trouble, and 
cause a great waste of stock. 

Next comes the question of engrav- 
ings. The first sixteen pages, as we 
said before, are to be devoted to half- 
tone reproductions from wash draw- 
ings or photographs of garments or 
other goods. In considering your ex- 
penditure for drawings and half-tones 
bear in mind that the individual cost 
of each drawing or each plate is but a 
small item in the total amount. The 
mistake that most catalogue compilers 
make is “to save at the spigot and 
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lose at the bung.” They give way to 
the temptation to save a dollar or two 
cr some small amount on individual 
cuts, with the result that their finished 
book is below the standard of up-to 
date competitors, and they have only 
saved a very small percentage on the 
total cost. Suppose they do save $200 
on engravings, it amounts to 2-10 of a 
cent per book ; and for this petty econ- 
omy they risk a large portion of the 
selling value of their work. Asa mat- 
ter of fact, this is the poorest sort of 
economy. When you consider that 
you can easily afford to spend from 
six to ten cents each on a book of this 
character (mail order statistics and ex- 
perience prove that this is a very rea- 
sonable cost) do not fall into the very 
common error of false economy in the 
cost of engraving, stock and printing. 
The best conducted departments and 
the best posted and most successful 
mail-order men will verify the 
tion that there is no economy in pay- 
ing too little for any of the above 
items, particularly for engravings. 

Neither is it wise to have your en- 
gravings made in a dozen different 
places. If there is a house that ex- 
cels in any particular line, confine the 
work in that line exclusively to it, and 
get a uniformity and equality that you 
can not procure otherwise. Do not 
attempt to have one house do all your 
work if it is not capable of handling 
every branch in the best possible man- 
ner. Pen drawings and zinc etchings 
can be distributed to a much greater 
extent than wash drawings and half-tone 
work without fear of getting poor re- 
sults, but it is the half-tone work that 
makes your book attractive, and the 
better you can get it, the more attract- 
ive the book. 

To the half-tone itself, very little 
attention is paid by most mail-order 
men. They are more likely to be 
critical on the drawings, and to accept 
the half-tones without ‘a word. An 
examination of quite a number of 
books issued last fall will make it ap- 
parent to even a novice that there is 
a difference in half-tone work.  In- 
vestigation has shown that in each in- 
stance it was acase of distributing the 
work between two or more houses, 
and the plates of the concerns to 
whom the best prices were paid and 
the best results expected, were, as we 
said before, easily distinguishable from 
the rest, even by a novice. 

Another failing of catalogue men is 


asser- 
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to crowd too much into their space. 
This applies to every line of business, 
It is a much greater fault to crowd a 
catalogue than it is to crowd a news- 
paper or magazine advertisement. One 
of the most successful catalogues, or 
departments in a catalogue, of the past 
season was that in which a smaller 
number of cuts than usual were placed 
on a page, making the cuts twice and 
three times the size of those in any 
other book issued. The fact that this 
department did an almost unbelievable 
amount of business may be traced 
almost directly to the fact that the 
cuts were better displayed than those 
of any competitors. The drawings 
were of the best, the plates equally as 
good, and the size of the illustrations 
much greater than any with which they 
came in competition, and therefore they 
had as much advantage over the others 
as a department store has over the 
little notion store around the corner. 
It is better to cut your line if you have 
not the space; show fewer articles and 
display them better. If you have 
never tried this you can afford the ex 
periment; you need not be afraid of 
the results. Actual experience has 
proven that the returns are better from 
a page of this kind than from one that 
is overcrowded. 


satirist 
ODD ADVERTISEMENTS. 


book 
selects 


The 


Household Words, in reviewing a 
titled ‘‘ Pages froma Private Diary,” 
from ita record of odd advertisements. 
following is one : 


R ESPECTABLE Girls, 


wanted for bottling. 
The one below is taken from a book cata- 
logue : 
(CLERGYMEN A fine collection of two 
+ hundred Clergymen, consisting of Prot- 
estant Ministers, Roman Catholics,Wesleyans, 
Methodists, Unitarians and Presbyterians, nice 
clean lot—five shillings. 


, about eighteen, 
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THE VALUE OF THE ** SPECIAL.” 

It has come to be a fact realized by leading 
newspapers that the special advertising agent 
is a desirable adjunct to the business depart- 
ment, and in consequence the list of “‘specials’’ 
is growing. Every year advertisers, profiting 
by the experience of the previous year, grow 
more discriminating in -their choice of media, 
and it is therefore necessary that the news- 
paper desiring tosecure a portion of their 
business shall be in a position to bring its pe- 
culiar merits to their notice. In the accom- 
plishment of this the “ special ’’ finds his field 
of action.— Profitable Advertising. 

a AO 

I saw recently where an advertiser sent an 
adver‘isement to a paper saying if one inser- 
tion paid he would continue. He might as 
well say, “‘ If business pays to-day I will con- 
tinue ; if it doesn’t, I will quit."—/7. V. Owen, 
in Sacramento (Cal.) Bee. 
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There is no red tape 

about my office. I don’t 

believe in it. Unless I 

am engaged with some 

other visitor, you can 

see me within ten sec- 

onds after you present 

your card. When you 

are in New York I will 

be glad to shake hands 

and talk with you. The 

best time to find me at 

leisure is between 10 and 12 o'clock in the 

morning. If you are not in New York and want 

to write to me, you will find that there are no 

costs incurred in correspondence. Ask me 

any questions you want to in regard to how 

I serve my clients and I will freely answer to 
the best of my ability. 

I conduct my business on the same prin- 
ciples that I would recommend for any other 
business. Polite, prompt, careful attention 
to every inquirer. Faithful, honest, reason- 
able service for every customer. 


Here is what THE NEW YORK JOURNAL said June 7, 1897: 

‘*What a man thinks is of importance to himself; 

what he does impresses and influences others. The man 

of action is far more to tie w: rld than the theorist, even 

though the theories may be more glorious than the acts. 

In the advertising field there are thousands of pretty 

theorists, but very few good performers—preac!ers in 

legions, but exemplifiers only in tens. Among the latter 

is Mr. C. F. Jones, a quiet, unostentatious, homespun 

young man. Besides being a master cf advertising Mr 

Jones is a liberal-minded, genial, keer man, a charitable 

student of his fellows, and knows how to utilize his 

knowle¢ge and experience in winning friends as well as 
attracting business,”’ 

Come in or write! I will send you some bool:lets about my busi- 

ness, if you would like to read them. 


Address, Suite 4, World Building, Writer, Illustrator and Director 
New York, U.S.A. of Advertising. 
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NOTES. 


WueEN a man has become addicted to the | 


lying habit either through the salting of mines | 


in the fastnesses of the Far West, or through 
long misrepresentation of newspaper circula- 
tion, it appears that it is very hard to change 
the trend of his life.—C/eveland Rec order, 
February 7, 1899. 

A wriTER in the Omaha (Neb.) Z-xce/sior, 
of February 18th, describes at considerable 
length the adv ertisements that appeared in the 
Ricine County Whig, published at Racine, 
Wis., in 1848. The announcements repro- 
duced tend to impress on the reader how young 
an art advertising is. 

A LARGE wholesale liquor dealer in London | 
by the name of Haig recently purchased a cargo 
of African parrots. He then had them trained 
to cry, “‘ Drink Haig’s whisky,’ after which 
they were put into gilded cages and distributed 
among the leading saloon-keepers throughout 
England and Scotland.—A d Seuse. 

C. P. Tocgue & Son, enterprising as ever, 
took advantage of the high snow drift in front 
of their store on Main street, yesterday, by 
painting a sign on the side of the heap facing 
the sidewalk, which read: “‘ Tocque Dyeing,” 
in nearly all of the colors of the rainbow. It 
was a novel way of advertising and attracted con- 
siderable attention.— Norwalk (Conn.) Cal. 

THe manufacturers of Kolb’s bread, in 
Philadelphia, are advertising in the street cars 
with a colored figure of Old King Cole with his 
hand on his stomach, and every time the car 
lurches it makes the hand move backward and 
forward and the eyes to roll joyously. Under- 
neath are the lines : 

Old King Cole 
Was a hungry old soul 
Till he ate Kolb’s bread with glee ; 
Then he rubbed the spot 
And exclaimed, “‘ That’s what! 
Kolb’s bread is the bread for me.” 

M. J. Keatina, the press agent of the Keith 
Boston house, has what seems to be anew and 
very excellent scheme for getting free advertis- 
ing. At many churches there are lecture 
courses and the lecturers are volunteers. Where 
he can Mr. Keating lectures upon “‘ The Help- 
fulness of Amusement ”’ or some kindred topic, 
and therein includes mention of the Keith 
house as a model form of amusement, and the 
house secures a large ene of the very best 
form of advertisement. The leaflets announc- 
ing the courses are circulated freely during the 
course, and the house is mentioned in connec- 
tion with his name. The place is kept before 
the churchgoing public, who go to Keith’s, if 
nowhere else. The scheme might not be prac- 
ticable elsewhere, but for the local conditions 
it is one of the best schemes sprung in a long 
time.— Morning Telegraph. 





+o —_—. 
“Gory.” 

“Copy ’”’ is the stuff you furnish the printer 
to put into type.—Ad Sense. 


ARRANGED BY STATES. 
Advertisements under this head 50 cents a line. 
Must be handed in one week in advance. 











CANADA. 
]T takes at at least 16 daily papers in the fourteen 
largest cities in Canada to bring an article 
prominently before the larger number of Can 
ians. Cost for 35 lines, every other day for 
one year. about $1,500. We know Canadian pa. 
pers, their constituencies and lowest prices, vy 
can be of use - aa who intend using space 
Canada. THE DESBARATS ADVEKTI~ ING 
AGENCY, nll F, 


| D422 and weekly REcoRD, Sherbrooke Que. 
Daily average for past 6 months, guaran- 
| teed, 2,652. Only aaily within 100 miles. 





Displayed Advertisements. 


50 cents a line; $100 a page; 25 per cent 
ext a for specified position—t/ granted. 
Must be handed in one week in advance, 


‘THE CENTRAL BAPTIST 


PUBLISHED WEEKLY AT 
316 North Eighth St., ST. LOUIS, MO. 
By ArmsTRONG & Payne. 
THE ONLY BAPTIST PAPER 
published in St. Louis. 
LARGER CIRCULATION 
than the combined output of all other 
Baptist weeklies published in Missouri. 
The only 16-page paper. 
The only $2 paper. 
MORE SPACE 
used by cash advertisers than any 
other religious paper published west of 
the Mississippi r river. 


:z-| Little Men g Women 


cl 
Oo 
ee (Estab. 1880.) 
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‘| - - Babyland - - 


-”" (Estab. 1877.) 
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Combined into one magazine of 
32 p. at 50 cents a year. Combined 
circulation at advertising rate of one. 
Make contracts now, before the re- 
duced price of subscription augments 
circulation to the point where we will 
feel like increasing the advertising 
rate. 





LITTLE MEN & WOMEN CO, 
Troy, N. Y. 


The Great Lakes Territory 


is covered fully by 
The 


Detroit Suns 


Drop us a postal 





for rates. 


Detroit Suns, Detroit, Mich. 
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Booklets 


a 














IFTEEN Hundred 
and twenty inches 
of Display Advertis- 
ing and 300 lines of paid 





‘‘Read ms Written, 
ea ers” is rathera voll Designed and 
prising record for one day Printed. 


inacity of 35,000, isn’titP 


The Joliet Daily News 


Printed that amount on 
December 15, 1898. 

Its pulling power is 
recognized at home. 

Average daily circula- 
tion for January 5,759. 

A home paper — no 
street sales. Covers the 
¢ whole field. 


I write, design and print 
Booklets, Circulars and Adver- 
tisements of every description. 
No one has better facilities. No 
one can do it better. If you 
mean business write me on your 
own letter-head telling your 
needs. I will furnish you acover 
design and dummy of a booklet 
circular or advertisement i 
would advise, free of cost, with 
estimate for the writing, design- 
ing and printing complete. Only 
one order needed. No bother- 
ing with artists, engravers or 
printers. 
| attend to the whole business. 


WM. JOHNSTON, 
Manager Printers’ Ink Press, 


10 Spruce St., New York. 


ACIEVEIEIIENEIENEIED 


Why has The PD ARISI AN Madea s:tit”? 


Because it is different from any of the others. Not only does it differ from any other 
publication, but it varies in its successive numbers. People seek entertainment and variety 
they find it in THe Parisian. 


WHO ARE ITS READERS? 


THOSE WHO ARE WELL-INFORMED read Tue Paristan because it 
keeps them au courant with the latest works of the French Academicians and 
the literature current in the great French reviews. 

THOSE WHO WISH TO BECOME WELL-INFORMED read it be- 
cause it instructs them upon the most important doings of the authors and artists of 
a great Nation. 

THOSE WHO WISH TO APPEAR TO BE WELL-INFORMED 
read it because with very little reading and little expense it gives them a speaking 
knowledge of the literature of France. 

WOMEN, EIN GENERAL, read it because it tells them of that heaven of their 
dreams—Paris. 

THOSE WHO LOVE THE FINE ARTS buy it because it gives them 
reproductions of the most recent works of the great school of French Art. 

THE CURIOUS buy it because they are looking for surprises. 


PECPLE WHO HAVE TRAVELED buy it because it gives them pleasant 
reminders of days spent abroad. 


PEOPLE WHO INTEND TO TRAVEL buy it because they can learn much 
of the country and people whom they intend to visit. 

EVERYBODY buys Tue Parisian, or should buy it, for its entertaining qualities, 
in which no magazine published to-day isits equal. 


It is beautifully illustrated and printed ; it is CLEAN, it is UNIQUE. 
THESE ARE SOME OF THE REASONS WHY IT HAS STRUCK THE PUBLIC FANCY. 
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It will Pay Advertisers to be Represented in its Pages. 
Published at Carnegie ts 


all, New York. 
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THE eveNING | ou rnal 


OF JERSEY CITY, N. J. 


Was selected by a Committee of Advertising Experts appointed 
by the American Newspaper Directory as the newspaper in New 
Jersey entitled to highest rank for size. class and quality of cir- 
culation and consequent advertising value. 


Average Daily Circulation in 1898 .. 14,890 
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Toledo Daily News : 
circulation guaranteed to be larger 

2 
2 
2 








than any other Toledo daily. 
For advertising rates and sample copies address 
| THE NEWS, Toledo, O. 
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H i H THE INLAND has now a circulation of over 120,000 guaran- 

The Right Circulation. teed. Proof of which will be given before pay is ex- 

pected for advertising done. Post-ottice Receipts, Paper Mill Account, Press Rooms, 
Subscription Lists, are al) open to advertisers. 

H inci Any advertisement van be discoutinued at any time for any 

The Right Principle. reason. Payitg only for space used. We rely wholly on 

making the advertisement pay you to hold your business. We have been told re- 

peatedly that this was poor policy; it might be for some papers but not so with us, 

Our advertisers don’t Want to quit, they admire the rairness of the proposition and 

tell others. Asa result and Prayer Meeting 

our patronage in- Lessons. The last 

creases; so far this three departments 





year our advertising is 
over 100 per cent great- 
er than for same pe- 
riod last year—that’s 
what talks. 


The Right Features. 
THE INLAND is a relig- 
ious and home journal 
combined. Besides our 
editorials on Timely 
Topics, Home Depart- 
ments, Floral Sugges- 
tions, Stories, Cartoons 
and the best of general 
articles, we have the 
Sunday School Les 

. Junior Topics 











named secure us nine- 
ty per cent of our gub- 
scriptions and which 
to be of value must be 
studied weekly. Thus 
an advertisement is 
kept in the home an 
entire month and real- 
ly the advertiser gets 
as much benefit from 
one insertion in THER 
INLAND as he woulo ip 
four insertions in @ 
weekly of same circu- 
lation. You save the 
cost of three insertions 
by using Cre (NTLAND. 


The Ri ht Price. Rate—Reading Notices or Display, 50 cents per une. 1 does not 
s cost a fortune to try THE INLAND, but it may help make one, 


THE INLAND, 2 Fees ae 


yg OF ITS KIND IN THE WORLD, 


New YORE: 
500 TEMPLE COURT. 


St. Louis, Mo. 


CHICAGO: 
Boyce BuILpine. 


F, E. MORRISON, SpPeciAL REPRESENTATIVE. 
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The Gibbs & Williams 
Company, No. 68 New 
Chambers Street, 
New York, make 
a specialty of fine 
lithographic work 
in colors. If you 
need anything 
from a card toa 


poster it will pay 


you to ask this concern 


for a suggestion. 


‘* Two heads are better than one.” 
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» ? “TEA &. OF FEE MERCHANT:. 
—  PRONISTON MHGuURi, 


TKw Sef HN 
“ 


Etlee , Prewlins Ink, Aeasyorhs- 
Atanrfin- 


After four years’ diligent study of PRINTERS’ INK, I 
feel constrained to write and express my thanks. 

I have received more impulse and inspiration, more 
ideas and information from your little journal than from 
any or all of our English trade journals. 


Although interested in advertising in only a small 


way, as a retail merchant, I find, in every number, thoughts 


and suggestions which can be applied to my own business, 
and such help has been in no small degree responsible for 
my success. 

It is essentially a journal for young business men, and 
as such I value it highly. 

Not the least pleasing feature is its uncompromising 
honesty, and evident desire to proclaim the truth. 


With hearty congratulatioas on your deserved success, 
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Vets High Prices 


anne ~nn 
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Postal Telegraph-Cehle Co. Dapvers fas. Jan., 11, 1099. 







"Printer's Ink Jonson:" 











Beiieving that your good work in supplying satis- 





rices should be recognized as much as may 





factory inks at.,eomnon sense p 






be, I feel to say to you,that I find your goods much better and of much 






s cost than those which T previously used. 





You have reduced the price and yet raised the quality of inks, thus 






ioing an act of kindness -- not to-say charity -- to the hitherto op- 









pressed printers who were the victims of high prices. 


The MIZROR is about to issue an elaborate and extensive Danvers 







Lock. in marazine form, and as it will fequire the very finest of materials 






and labor T shall see to it that your inks are used. 






Sincerely, 
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I celebrated my fifth anniversary on January 4th last, and 
during that time I have filled over 50,000 orders and sold goods 
to 7,182 different concerns located in all parts of the world. I 
never filled an order without the money, but the printers feel 
safe in sending the cash in advance, knowing that if the goods 
are not found as represented, I cheerfully buy them back and 
pay all charges for transportation. Send for my price list. 













Address 
PRINTERS INK JONSON, 
8 Spruce Street, 7 = + & Ss New York. 
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New YorK, February 14, 1899. 





Publisher of Daily News, Lowell, Mass.: 

DEAR Sir—We have before us a detailed statement of circulation of your paper, the 
Lowell Daily News, covering the year of 1898 and showing an actual average of 12,596. This 
statement was sent to us on January 12th for use in the March edition of the AMERICAN 
NEWSPAPER DiREcToky for 1899. As the accuracy of this and previous ratingsaccorded to 
your paper by the Directory has been questioned by persons who claim to be in a position 
to know the facts, we write to say that we will send a competent man to verify the figures 
shown in your statement by a specialexamination, provided you will consent to place the 
necessary facilities at his disposal. The verification shall be without cost to yourself. 

Awaiting your reply, we beg to remain 

Your obedient servants, Gro. P. ROWELL & Co., 
Publishers of the AMERICAN NEWSPAPER DIRECTORY. 
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People competent to judge estimate the daily issue of the News to be more than a sixth but less 
than a third of the figures set down in the table. 


em 
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Cuarities, published weekly, is the organ of the Charity 
Organization Society of the city of New York. 

It is the mouthpiece and authoritative exponent of New York 
charity. It is read weekly, not alone by members of the Charity 
Organization Society, but by others who are interested in 
New York charity. It goes into the homes of the richest, most 
influential and religious citizens of New York of every de- 
nomination. Its reading matter consists of reports from every 
organized charity movement in the world, together with a cal- 
endar giving day, date and time of meetings in New York 
during the coming week. It contains articles on every phase 
of the social problem. Its contributors and readers are men 
and women of intelligence, education, wealth and position, 
numbering among them city pastors, social writers and others 
who are interested in charitable work. 

If you have any article to sell to Charitable Institutions, 
Homes, Hospitals, Infirmaries, Insane Asylums, etc., you can 
reach the managers of such institutions by an advertisement in 


CHARITIES 


(Official Organ of the Charity Organization Society of the City of New York.) 


If you have anything to sell to the clergy, churches, religious 
or charitably inclined citizens in the city of New York you can 
do it by an announcement in CrariTIEs. 

If you have goods of established reputation which sell to 
the rich you can secure no better medium than Cuarities. It 
reaches them in their homes and is read by them from first to 
last page. 

Advertising Rates here given are merely nominal. They 
will be raised 100 per cent or more in the near future. 

All contracts closed now will be carried out at the present 
rate notwithstanding the contemplated increase. 

Agate measurement, 13 ems width of column. 

Classified advertising, 5c. per line. 

Display advertising 2/2c. per line, 14 lines (35 cents) to the 
inch. Full page, 200 agate lines, $5; half page, 100 agate 
ines, $2.50; one quarter page, 50 agate lines, $1.25. Special 
position, 25 per cent extra, if granted. 

Address all communications to 
WILLIAM C. STUART, Publisher, 105 E. 22d St., N. Y. City. 
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P READY-MADE ADVERTISEMENTS. 
Edited by Wolstan Dixey. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
vards or circulars, and any other suggestions for bettering this department. 





eeeeee 


It is gratifying to notice the consid- | 
erable amount of good, sensible = 
| 

| 


dry advertising that is being done 
nowadays. The specially pleasing 
thing about it is that it dwells upon 
matters which are really of vital im- 
portance to the men who have laundry | 
done. | 

A man feels that he is being touched | 
in a vital spot when his collars are | 
nearly sawing his head off, for one | 
thing. Moreover, if he is a man of | 
taste he wants his laundry white | 
instead of yellow. He doesn’t want it | 
torn to pieces. He doesn’t want col- | 
ored shirts faded out nor his woolens | 
shrunken to comparative nothingness. | 

These are matters which laundries | 
ought to have taken cognizance of | 
long ago in their advertising. They 
are doing it nowadays in their adver- 
tising. 





| Does Your 
Laundry 


fade your colored shirts, 
etc.? If so, send them tous; 
we guarantee not to fade 
any color or will pay for the 
damage. Our exclusive 
method. Hand ironed shirts, 
German finish. 

WAGONS RUN 

EVERYWHERE. 





° r 
It is Not 
Mentioned 
in the story that Job’s 
laundry work was badly done. 
Amongst the minor ills of life, 
that is the very worst. Know- 
ing this we have our pl ace fit- 
ted up with every article that 
is conducive to first-class 
work. Send in a few pieces 
and prove what we say. 
OLDEST LAUNDRY. 
NEWEST PLANT. 


Four Teaths 
of a Cent 


pays for a pound of ange | 
work with us. Or rather, 124 
ape regardless of size, will 
»e called for done up and re- 
turned for 50 cents. Couldn't 
well do less at that rate. 





Laundr ve 


IF WE SHRINK 
*“WOOLENS” WE 
PAY FOR THEM. 


Jet White, 


The 


Careful L aundry. 


Clean and tictina., 


y ~ o 
Need a Shave ? 
When you want a nice re- 
fresning one, with a good keen 
cutting razor,in a clean and 
orderly place, think of this ad, 
for it tells you where to get it. 
Many of my friends are my 
best customers. A new cup, 
| brush and sponge furnished 
\ free, Hair cutting a specia alty. 


The pointer for other advertisers is 
this: Find out what the things are 
about your business, which, as ordi- 
nirily conducted, are a nuisance and 
a disgrace aid abolish them from your 
own methods—and advertise the fact 
that you have abolished them. 

Not Very Poetical, but— 


A Short Story 
TERSELY TOLD. 
The up-to-date smoker’s a hard 
man to fool; 
He doesn’t get caught more 
than twice, 
For he buys his cigars with a 
judgment so cool 
suggestive of 
** some ice.”’ 
Tho’ he may not treat every one 
else on the floor, 
He’s never found out in the 


It’s cutting 


wet— 
There are lots of cigars sold in 
each store 
(And the man who smokes one 
never wants any more), 
But this is 5 his favorite, you bet. 


For a Grocer or Butcher. 





Bower’s 
Honey-Cured Hams, 
toc. Ib. 


Lowest price they ever brought. 
We've the packers’ word for it. 
No better hams in the world. 
Last year’s special price, r1c., 
sold tons—never heard a com- 
plaint. 
All sizes, from little 
pig hams up. 
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Sounds In~.ting. 





A Screen. 
The most useful article 
in house furnishing. 


We've a choice line in up-to- 
date shapes covered with 
paper, cretonne and silk. 
The frames and materials 
for making them, if you 
want gifts that show your 
own handiwork. 

The prices are right—that 
means reasonable. 


P. GREEN & CO., 
. . . Decorators. 


Interesting, if True. 





Why, it’s like 
Picking Up Gold 
Dollars 


ON THE STREET! 


We are taking 15 per cent off of 
everything we are selling. You 
know that our prices, without 
doing that, have always been the 
lowest, taking the goodness into 
consideration. Yes, you do. 
Well, we’re doing it—15 per cent 
lower now, 








Engraving 
and 


Printing 


To have neat, 
stylish and appropriate print- 
ed matter is rapidly becoming 
the demand of the average 
business and professionai man. 
I wish to assist you in making 
your printing just what you 
need. I will quote prices will- 
ingly, and gladly call on those 
requiring special work. 


M ilitary Brushes. 
Good, unbleached bristles— 
white wood,oval back— $1.30 
a pair. Concaved solid sil- 
ver back —good Engtish bris- 
tles—$1.35 a pair. Polished 
rosewood back, either solid 
or riveted — fine bleached 
English bristles — $2.25 a 
pair. 

For a Grocer, 
THE goc. canned vege- 
tables at & Co.’s 
are only little-priced— 
they're not the quality of 
Low priced things. 

Sweet Corn String Beans 
Sugar Peas Lima Beans 
Tomatoes 
A good deal better than you’ve 
a right to expect from the price. 











Ought to Bring Trade. 


‘Yes, It’s True! 


We're selling $1.00 and $1.50 
fancy shirts for soc. each— 
and they’re ail new and re- 
fined, too. A few days ago 
we had several huncred of 
them, but they’re thinned 
out mighty fast. There will 
be plenty of good choices if 
you come to-morrow. 

Another surprise— soc. neckwear 

for 35c. 





To Please Women. 


Every Woman 





Loves It 


and likes to have it in her 

home—that’s why 
DECORATED CHINA 

is popular for wedding or 

anniversary gifts. Sucha 

selection is always safe. 





A Saleable Luxury. 





Chafing We have them. 
° Such a line of 
Dishes ! them as you will 
not find any- 
where else in Hartford. You'd 
not be without one if you knew 
the luxury of it. Prices easy. 


Too Many. 





lrouserings. 

We have too many of them, so 
have decided to take a liberal 
loss now while there’s wearing 
time ahead. Better than wait 
till the season is about ended. 
It isn’t all fair weather business. 








We're Repairing 
Lamps Now. 


If you havea lamp that you 
are so attached to that you 
don’t want to replace it with a 
new one, but that is working 
poorly, give us the chance to 
put it in order. If we can ne 
do it we'll say so; but we’re 
pretty good at that business. 
A lamp that isn’t worth repair- 
ing should be discharged from 
the service. 











Watch Out? 

Bring it in; we ul 
right it. People who 
sing ‘‘ Just behind the 
times”’ didn’t get their 
time-piece here. _Per- 
haps you're hesitating 
because you didn’t; 
don’t do it ; come in and 
we can go out on time. 

e’ll treat you white. 








— 
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A Dyer’s Ad. Very Attractive. 


Y Bi . le ENAMEL PAINTS 
our ICy cie in handy cans. 15 cents 
~ bes 
Suit pa 
‘ D REMNANTS 
is faded by the sun | of wall paper, for screens, 
and greasy and dirty —long picture frames or lamp 
before itis really worn out. shades. 15 cents each. 
Long before there are holes | PHOTO MOUNTS 
through the cioth or worn se Z 
out threads in the seams. of artistic shades of in- 
If you have it cleaned grain paper. 8 cents. 
right it will be as good as PICTURE FRAMES— 
new. The way todo this is to a choice lot of moldings, 
have it cleaned thoroughly made up to order, 
Have it dyed if it is faded. 
We clean clothes thorough- 
ly--so that the grease and 
dirt is all out, not merely 
washed off on top. There 
is no other right way to do 
it. Come and see if we OP oor , Soles!” 
| 9 , 
—=* <a ee Bring them in and we'll fix 
. them. We use nothing but white 
ceive your work. 
’ leather. It costs us more, but 
{ Picture of a Chair Belongs with This. not you. We want to study to 
your interests, want to have 
) every one satisfied with our 
[Cc om fort work, so we doit right. There 
is not a place in town that does 
and beauty and econ- | better work; we do it so well 
omy are all in this rocker. that it can’t be done better. Our 
Several kinds of wood to prices are as low as any, lots of 
choose from but all in the work enables us to doit reason- 
same style and every one in- able. Call once and you'll call 
viting and comfortable. again. 





P. GREEN & CO., Decorators. 


Means to be Believed. 








Curly birch 
re a. A New Klondike. 
mahogany finish. 


f itl he favorite cob- | : ~ 
All with th avorite cok “On the Half Shell, 


bler seat and all at 


2 freshly opened; that’s the 
3:00 . proper way to eat oysters,” 
Another in oak with the said 1 prominent physician 
same seat at $2.75. In birch the ote day. ‘Don’t spoil 
with c: arved back for $5. | their excellent flavor by 
There’s more comfort in a suvaking them in vinegar.” 
polished oak or mahogany fin- = eames 
ish chair with low seat, tufted We get oysters fresh every day; 
pad back at $6.50. There’s we don’t say they are any better 
one of this sort at $4.50, too than other people’s oysters, but 
Fine rockers at pric es prob- we saw aman get three pearls 
ably more than you'd feel like with a fifteen-cent purchase last 
paying in finely finished ma- wee 
hogany inlaid work and with 
large arm chairs to match. 


A Good Insurance Ad. M E AT TO E Pe 


That's the only kind 
Between 2 [ Javs. of meat we'll sell to you. 
: e. % If the kind you’re buy- 
Did you ever look at it In ing doesn’t suit you, 
this light? Between two | vou'd better buy here. 
days you become unassur- We keep only FRESH 
able. One day you are as- meats and vaese fish. 
surable—the next you can You can trade et no 
not secure assurance at any cleaner place than 
price. This is true, not alone JS MARKET. 
of you, but of every man. 
There comes atime in his bs ; i 
life when, between two days, Fora Piano Store. 
he becomes unassurable. Do ——— 
you know when your day 


N THE SUBJE cr 
will come? Do you know O* 


that it isn’t to-day? p) 

As the boy said: ‘* The I IA N OS! 
time to get cake is when it is | Come in and have a quiet, com- | 
passing.” So the time to fortable talk with us. We will 
take life assurance is when he!p you to use your own judg- 
you get it. Why not to-day? ment on the question 
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By Chas. 


Poreseseeeceseee sess 


BUSINESS MANAGEMENT. 


How to get the full value of advertising by rightly ti 
make business more profitable by a judicious system of aa rtising. 


Subscribers are invited to ask questions, submit plans for criticism, or to give their views 
upon any subject discussed in this department. K. 


—" 


and how to 





F. Fones. 


Address Chas, F. Jones, care PRINTERS’ IN 








A jeweler in Boston, who makes a 
specialty of selling watches, asks me 
for advice in regard to his advertising 
policy, and inclosed a few of his re- 
cent announcements. This jeweler 
makes watches his specialty. The ad- 
vertisements which I have before me 
are very nicely written, but I think 
they aim to do the wrong thing. For 
instance, these advertisements dwell 
wholly upon the merits and usefulness 
of a watch. They state that everybody 
ought to have a watch, and that a 
watch is good for this, that and every 
other purpose, etc., etc. In none of 
the advertisements is there any par- 
ticular attention called to the a lver- 
tiser’s business, except his name at the 
bottom and the statement that he is a 
watch specialist. Advertising of this 
kind is too general. There is no use 


throwing money away trying to con- 


vince a man that he ought to have 1 
watch. That is a_ self-evident fact. 
If he is able to afford a watch, of 
course he ought to have one and he 
knows it. If he is not able to afford 
one, he is not the man your advertise- 
ment is addressed to. The advertising 
would be better if it dwelt upon the 
merits of the particular store that this 
gentleman owns and the particular 
watches that he sells. In advertising 
any kind of a retail store, the point to 
be impressed upon the minds of the 
people is what they can get at your 
store that they can not get elsewhere. 
It may not always be that they can 
get lower prices at your store than 
they can get elsewhere, but you cer- 
tainly have some point about your 
business in which you excel. This 
point of excellency is that around 
which your best advertising should be 
built. It may be that people can be 
waited upon better at your store than 
they can elsewhere. It may be that 
they can get better goods. It may be 
that you guarantee your goods and 
give money back if not satisfactory, 
while other stores do not. Whatever 
the attraction your store may have 
that is not commonly found in other 
stores carrying similar lines of goods, 


that is the point to put forward in the 
majority of your advertisements. 


7 
*, 


In a recent issue of Szccess the fol- 
lowing quotations were given under 
the head‘of business hints. Perhaps 
there are thoughts in them that may 
be of service to some of the readers 
of PRINTERS’ INK: 

“If you want to do substantial work, con- 
centrate ; and if you want to give others the 
benefit of your work, condense.’ 

“* Not he who forces himself on opportunity, 
but he who watches its approach and welcomes 
its arrival by immediate use.” 

“There are many more shining qualities in the 
mind of man, but none is more useful than dis- 
cretion ; it is this, indeed, which gives a value 
to all the rest, which sets them at work in their 
proper times and places, and turns them to the 
advantage of the person who is possessed of 
them. Without it, learning is pedantry; and 
wit, impertinence. Virtue itself looks like 
weakness! the best parts only qualify a man to 
be more sprightly i in errors and active to his 
own prejudice.” 

“ Hurry and Cunning are the two apprentices 
of Dispatch and Skill; but neither of them 
ever learns his masters’ trade.” 

““No young man of to-day can succeed to 
any great extent who is not enthusiastic in his 
business or occupation. In this day of sharp 
competition, half-hearted, indifferent methods 
will not suffice. If you have no enthusiasm 
about your business, if you do not inspire en- 
thusiasm in your clerks or employees, you will 
not succeed to any great extent. Everybody 
admires enthusiasm and likes to deal with a 
man who is enthusiastic in his work or business. 
No one likes to go intoa store where everybody 
seems indifferent and where the proprietor 
goes about his place of business as though he 
were out of place.” 


Provipence, R. I. 

MM. Chas. F. Fones, New York, N. Y.: 
Dear Str—We have a fairly good store sell- 
ing cotton goods, dress goods, silks and cloth- 
ing of the better class. We are doing a busi- 
ness of about $100,000 a year. What average 
per cent do you think we can afford to make on 
the merchandise sold, and about what per cent 
can we allow for various expenses ? taking into 
consideration that selling to a better class of 
people our help and delivery probably costs 
more than the average store. 

Respectfully, 


In answering this question, I would 
first like to take a side track and call 
attention to one point of percentages 
upon which there is apt to be in some 
cases aserious misunderstanding. The 
wholesaler and retailer, as a class, fig- 
ure percentages in a totally different 








way. Most retailers figure percentages 
of profit on the selling price of their 
goods, while most wholesalers and 
manufacturers figure their percentages 
of profit upon the cost of the goods. 
For instance, a wholesaler who has a 
certain shoe that cost him $2 that he 
sells for $2.50, figures that he is mak- 
ing 25 per cent. The retailer who 
pays $2 fora shoe and sells it for $2.50, 
figures that he is only making 20 per 
cent. Unless we take into considera- 
tion this general peculiarity we are not 
apt to understand the basis upon which 
these various classes of merchants are 
working. 

Now, a first-class retail store in the 
lines mentioned, if doing an ordinary 
business, say part for cash and part 
charged to good accounts, can usually 
make from 30 to 33 I-3 per cent gross ; 
that is, silks that they buy for $1 a 
yard, they will in turn sell for about 
$1 50 a yard. 

It is very difficult to figure expenses 
for any store without knowing the 
peculiarities which surround that 
store. Its location and many other 
points have a good deal to do with 
this. Perhaps about 3 per cent should 
be allowed for rent, about 3 per cent 
for advertising, about 3 per cent for 
taxes, interest, etc., and as I was told 
to figure the help and delivery rather 
high, perhaps the delivery might be 3 
per cent and the help to per cent. 
This is figuring the expenses high, 
and in the majority of cases I should 
think they ought to be much less. 


7 
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I have a letter from a party in Cin- 
cinnati, asking me to criticise a num- 
ber of advertisements and state the 
reason why I think they have not 
brought the proper results. 

In the first place, I would say that 
the advertisements are well written 
and occupy about six inches double- 
column space. I think they could be 
improved in two ways. First, while the 
body of the advertisements is interest- 
ing, the headlines are not appropri- 
ate; or rather they are not such as 
will lead many people to read the re- 
mainder of the advertisements. 

I also think that the advertisements 
would be much better if they were il- 
lustrated, for the subject is one about 
which very tasty and attractive illus- 
trations could be made. 

One of the advertisements has for 
its heading the words, “In Confidence.” 
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Now, this does not suggest anything 
to the reader and is not apt to lead 
him on to read what follows. The 
advertisements were designed to sella 
certain make of butter. The heading 
that I would put to this particular ad- 
vertisement would be something like 
this: “How Machinery Helps the 
Butter-Maker.” These words, I be- 
lieve, would naturally lead people in- 
terested in buying butter to read what 
follows. Another advertisement is 
headed, “ One American’s Work.” To 
my mind a much better heading would 
be “ Labor-Saving Churn-Dashers.” 

I do not believe in headings which 
are too general and which have prac- 
tically no intimate connection with 
the matter which follows. The diffi- 
culty with a great many otherwise 
good advertisements is that they start 
off in such a way as to handicap the 
remainder of the announcement. 


+ * 


I have a letter from a Southwestern 
city in which a general merchant, 
among other things, asked the follow- 
ing question: 

The other stores in our city want me to com- 
bine with them in a deal by which each store 
proposes to get a full 50 per cent profit on 
everything it sells. Would you go into such 
an arrangement, and if not, why not? 


As a rule, I think such an arrange- 
ment would be a bad one, because it 
would tie a man up so that he would 
have no chance to advertise himself 
through any special prices that would 
be of interest to his customers. Again, 
this particular city in which the busi- 
ness is located is quite close to another 
city equally as large, and I believe that 
if such an arrangement was entered 
into it might drive a good deal of the 
local trade out of town to the other 
city. Then, again, the mail-order sys- 
tem of the various large cities all over 
the country reaches out its arm and 
takes in all these small towns in the 
South and West. If the people found 
they had to pay more for their goods 
at home than they did elsewhere they 
might take to ordering a large part of 
their goods by letter. 

Yet there are other sides to this 
question, and perhaps the combination 
from that standpoint might be a judi- 
cious one. There are some cities in 
this country where it is not possible 
for a retail store to exist and do busi- 
ness with a profit of much less than 
50 per cent. Perhaps in this particu- 
lar city the prices have been cut below 
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the living mark and the only way to 
get back again is by combined action. 
If this is the case the agreement 
might be a serviceable one. As my 
correspondent does not state the par- 
ticulars fully enough for me to know 
very much more about the situation 
than is quoted above, it is very hard 
for me to answer definitely one way 
or the other. 

However, my advice would be not 
to go into any such arrangement un- 
less all the dealers in the town, or all 
the dealers in the same line of goods 
as yourself went into it. To have a 
few dealers go into it and have others 
remain out would naturally transfer a 
large part of the trade to the fellows 
who stayed out, and who could make 
their prices to suit themselves so as to 
undersell those who were in the com- 
bination. 


* & 
* 


I would like to caution the readers 
of this department in sending ques- 
tions for me to answer to please not 
expect the answer in too great ahurry. 
In connection with this department, I 
can not undertake to answer questions 
by mail, and if they go through their 
ordinary course each one has to take 
its turn in being printed, and even 
when there are no questions ahead, it 
is usually a couple of weeks or more 
after I receive an inquiry before the 
reply will appear. This is necessary 
on account of the length of time re- 
quired for me to write the matter and 
get it in shape for the printer’s use, 
and he in turn will probably close his 
forms a week, or nearly a week, ahead 
of the time that the issue of PRINT- 
ERS’ INK is dated. 

** 
« 
Peoria, Ill. 
Mr. Charles F. Fones, New York: 

Dear Str—We would like for you to advise 
us whether or not we ought to change our 
business from a part credit system to a strictly 
cash one? We have an idea of making this 
change, gladly holding a few strictly thirty-day 
customers, taking their note in exchange for a 
coupon pass book. We could realize on the 
note whenever we desired, thus considering 
same as cash, Would this injure the system ? 
Would it be best to advertise a few weeks be- 
fore making the change? We are in a small 
city where there are many groceries, It seems 
to us that every farmer in the surrounding 
country with five hundred dollars to spare has 
come to town with the hope of making a fort- 
une in the retail business. What would you 
do? Yours truly, —_— 

There are two things to be con- 
sidered before determining whether it 
would be best to change from a credit 
and cash combine system to an ex- 
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clusive cash system. We will suppose 
that by making the change you will 
lose half of your present credit trade. 
Now, the question is whether or not 
the profit on this business lost is more 
or less than the sum which you would 
lose through bad debts if you continue 
your credit system. For instance, if 
you are doing a $5,000 credit business 
a year, and half of this should be lost 
in making the change to a cash sys- 
tem, your loss on sales would be $2,- 
500. Now, suppose that your profit 
on this $2,500 was 20 per cent, or 
$500. By doing a credit business as 
heretofore have you been losing $500? 

The losses may be considered in 
two ways. One, direct losses, and the 
other losses through interest, etc., on 
account of having to carry the debts 
for a long time before you collect 
them. Now, if you did not lose $500 
a year through bad credit accounts 
and you can make more than $500 a 
year additional by giving credit, I 
think it would pay you to continue 
your credit business ; otherwise I think 
you should change to a cash system; 
in fact, the time is coming when nearly 
every business will be done ona strictly 
cash basis. 

The second thing to be considered 
is whether or not you can retain your 
best customers as you suggest by hav- 
ing them give you a note. If you can 
it might be advisable to use the sys- 
tem spoken of, provided your other 
cash customers who did not have the 
privilege of giving their note would 
not labor under a misunderstanding 
and think that you are discriminating 
against them by giving credit to some 
and no credit to others. If you are 
going to make the change I think it 
would be proper to announce the fact 
some little time in advance so that 
there would be no misunderstanding 
amongyour customers. 

In regard to the coupon pass book, 
I do not see that it would interfere at 
all with your cash system, provided 
the persons using it are always com- 
pelled to give their note in advance 
for the book. You might also sell the 
coupon pass book for cash at a dis- 
count. Thus perhaps many persons 
with the cash who know that they are 
going to purchase a certain amount 
of goods within a reasonable time 
would like to have the book to save 
them the discount and to avoid the 
necessity of bringing their money each 
time they came to buy. 
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DEPARTMENT OF CRITICISM. 
: ‘By Charles Austin ‘Bates. 


Readers of PRinTERS’ INK may send to this department advertisements, booklets, cata- 
logues or plans for advertising. As many as possible will receive full, honest, earnest 
criticism. There is no charge for it. PRINTERS’ INK * pays the freight.” 








Poreececess 


Just now the magazines are full of development of the world in their 
a particularly bad kind of advertising. times. Liebig Company’s Extract of 
An example is this reproduction of Beef is a type of the world’s peaceful 
an ad of the Van Camp Packing development; the scientists’ contribu- 
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Paul 







nd Beans 
P) cpared with Tomato Sauce, 

is known inmany homes 
mM by lovers of good 
food. It is ready 
cooked, relishable hot or cold. Grocers sell it. 
Sample can and book of recipes sent for 6c ‘9 stamps. 


VAN CAMP PACKING CO., 





334 Kentucky Avenue, Indianapolis, Indiana. 
“INSTANTLY AND DELICIOUSLY AT YOUR SERVICE.” 


Van Camp's Concentrated Tomato Soup is ten cents a can making 
@ quart of deiwious soup. Sample cam for six cents im stamps. 


tion to the health and comfort of 


mankind.” 

This. particular 
variety of advertise- 
ment is always 
looked upon with 
considerable favor 
by beginners in ad- 
vertising. It is one 
of the stages of de- 
velopment. Young 
advertisers strike 
this period just as 
they strike measles, 
whooping cough 
and mumps. It 
seems that they all 
have to have it, but 
they generally re- 














cover completely 





The idea of using a galloping horse 
is good enough, but it is not carried 
out in the most striking way. 

The main point, however, is that 
there is no possible connection be- 
tween Paul Revere and Van Camp’s 
Pork and Beans. There is apparently 
no effort at making such a connection, 
or of illustrating any point. 

The picture and the catchline could 
just as well be used to advertise any- 
thing else. 

I can see no reason for advertising 
Paul Revere. Van Camp Packing 
Company doesn’t want to sell Paul 
Revere. The thing to be displayed 
in treir advertising is pork and beans. 
It isn’t quite so poetical as Paul Re- 
vere, but it’s more filling. 

** 

Another example of this kind of ad- 
vertising is furnished by the Liebig 
Company’s half-page in Les/ie’s Month- 
ly for March. 

This ad shows Napoleon on horse- 
back, three pyramids, a few camels 
and a sphinx. 

The text of the ad is: 

“Napoleon and the Sphinx were 
types, and represented the greatest 


after a time. If 
they don’t recover, it’s because their 
money gives out. 

Aside from the silliness of the ad 
remains the fact that Napoleon was a 
pretty bad egg, and he was not in the 
end successful. He was absolutely 
unscrupulous and was dishonest in 
about all the ways that it is possible 
for a man to be dishonest. 

If the character of Liebig’s Extract 
of Beef is anything like the character 
of Napoleon, people had better steer 
clear of it. 

If Liebig’s Extract of Beef serves 
no more useful purpose than the 
Sphinx, it isn’t of much use in the 
world. 

The trouble with this advertisement 
is that it was published, not for the 
purpose of advertising Liebig’s Ex- 
tract of Beef, but solely to enable an 
artist to make a pretty picture. Asa 
picture, the design is a success, but as 
advertising it is what the late lamented 
Bonaparte said was worse than a crime 
—it’s a blunder. 

** 

B. F. Phillips, of Cuyahoga Falls, 0., 
sends me the following advertisement, 
which occupied a full column on the 

















first page of a local paper, and which 
proves conclusively that advertising 
can be made as interesting as literary 
or news matter. 

A good advertisement is one that 
tells something about the goods or 
business it advertises,.and this one 
certainly gives all the information that 
any one could ask about collar buttons. 

It is graphically illustrated with nine 
pictures of a collar button in various 
stages of development: 


The Story of a 
Collar Button. 


You wear a collar button, but do you know 
how it is made? Most collar buttons are 
made of two or three pieces of metal soldered 
together. Each solder joint is a weak spot, and 
annoying breaks often occur, just when they 
put you to the most inconvenience. How can 
such breaks be avoided? By making the collar 
button in one piece. This seems an obvious 
solution of the difficulty, but it took years of 
patient experimenting and the invention of 
much costly and intricate machinery for its 
accomplishment. 

The Krementz One-Piece Collar Button has 
no solder joints. The machinery needed to 
manufacture them is patented, and is used only 
in the factory of Krementz & Co. 

This is the story of the Krementz One-Piece 
Collar Button : 

The circular disc of metal, stamped out of 
the strip of gold, silver or rolled plate, fed into 
the first machine, goes through many pro- 








cesses and changes before it becomes a perfect 
collar button. 
First this disc of metal is stamped into this 


shape. 

Then fashioned like this. 

Rapid and repeated blows by powerful ham- 
mers, in a machine of almost human intelli- 
gence, coax it into this shape. 

Another machine turns up the edges. 

The next operation rolls them over. 

And then the head is shaped. 

After which the button is polished. 

If we cut the finished collar button in half, 

we notice that che metal in the shank has been 
thickened and toughened, strengthening it 
where most strain comes. This is a sectional 
of Krementz One-Piece Collar Button. 
fore the invention of the Krementz One- 
Piece Collar Button, all collar buttons were 
made with a straight shank and a flat, or 
slightly curved head and back, like this. 

The Krementz One-Piece Collar Button set 
the fashion, and now all American coliar but- 
tons imitate the graceful curves of its shank 
and back 

Krementz One-Piece Collar Buttons are 
made in gold, silver and rolled plate. The 
same durability, the same honesty of material 
goes into each quality. There is no skimping 
nor slighting in the workmanship when the 
cheaper metal is used. 

We have sold this collar button for several 
years and they give entire satisfaction. Call 
and see them. Prices, best roll plate, 25 cents 
each, $3 per dozen, or $25 per too. Solid 
gold, 95 cents each or $11 per dozen. 


B. F. PHILLIPS, Up-To-Date JeweLer, 
Cuyahoga Falls, Ohio. 
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PATERNOSTER Row, CHAPEL — 
Hutt, Eng., Jan. 30, 1899. 
Charles Austin Bates, Esq.: 

Dear Sir—As a constant reader of that in- 
valuable little journal, which all business men 
who are alive ought to read, your name is very 
familiar to me, and I feel that I am addressing 
a friend. Thus I venture to send you a speci- 
men of the advertising I write for the firm of 
which I am the head. 

I have noticed that it is advised to briefly de- 
scribe the article and give its price. 

You will note that I have had the book 
photoed ; the block shows just what a customer 
xets for his cash. 

“ Built for Business” ftly describes it, and 
we move almost as many as we can conven- 
iently make up without putting more hands on. 
Now, please give me your candid opinion as 
to the ad, and oblige 

Yours, with every good wish, 
Artuur D. Topp. 





OUR 
“UNIQUE” 
BUSINESS LEDGER 


(Demy size—11% by 16) 1,:00 pages and 
index, bound full leather, laced bands, 
leather joints. Price, 21s. Built for busi- 
ness at our Works. 


TODD & WARDELL, 


Mec. STATIONERS, CHAPEL LANE, HULL. 





I don’t know of anything that could 
be added to this announcement of Mr. 
Todd’s unless it would be a statement 
of the quality of the paper used in 
making his ledger. Otherwise, the de- 
scription seems complete. 

The half-tone used shows exactly 
what the book looks like, and in con- 
nection with the description makes the 
information quite complete. 

Aside from these technicalities, the 
fact that the advertisement brings a 
demand equal to the capacity of the 
shop is sufficient proof that it is a 
good one. 

The display of the ad is poor, but 
display is not the most important thing. 
The quality of the goods and the price 
come first—desirability of the goods 
second. Next thing in importance is 
an adequate description, and, last, the 
appearance of the ad. 


*_ * 
. 
Conoes SAvinGs INSTITUTION. } 
Conoss, N. Y., Feb. 15, 1899. 
Mr. Charles A. Bates: 

DEAR Str—You will find inclosed a few of 
our bank ads. Since writing you a year ago I 
have followed your advice and think that my 
work shows an improvement. The ads in re- 
lation to mortgages have borne fruit and have 
proved a great success. I want to speak of an 
advertising scheme that was tried Sunday even- 
ing at one of our local churches. The minister 
is preaching a series of local sermons and spoke 
on homes. At his request I had a number of 
cards like the one inclosed printed, which he 
had distributed after the sermon to the con- 
gregation. It is hardly time to measure re- 
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sults, but I expect it will bring a few new ac- 

counts. Do you think it was good advertising? 

Yours very truly, Cuas. R. Forp, 
Treasurer, 

The card mentioned is headed, 
“ How Money Accumulates.” 

It figures the amount of a saving of 
five cents a day, with interest, for five 
years, and from that up to two dollars 
a day, with interest, for five years. 

A table of this sort always gives a 
man something to think about. 

It is good advertising for a savings 
bank, because it brings the whole mat- 
ter down to a definite point. It applies 
system.to savings and any one whoreads 
this card will be struck with the idea 
that he can save five cents, or fifty 
cents, or a dollar a day, and if he can 
be convinced and make a start he will 
probably have no trouble in keeping 
the thing moving. 

As an advertisement, the matter is 
good, and the way it was circulated is 
particularly good. 

Mr. Ford’s minister is certainly a 
practical man. If he can be induced 
to keep up talks along this tine, he will 
not only do a great deal of good for 
the Cohoes Savings Institution but 
for Cohoes in general. 

Mr. Ford is doing some good ad- 
vertising. He pays rather too much 
attention to display, but the matter is 
good. 

I reproduce several of his ads : 


HOW MONEY ACCU MULATES : 


You can examine the following table, which 
is based on 4 per cent per annum, make up 
your mind as to the amount you can save out 
of your salary or earnings, and see ata glance 
just what you will have at the end of five years. 
There are 365 days in 2 year. Take out 52 
Sundays and it will leave 313 working days in 
a year. Now, if you save each working day 
the following amounts, you will at the end of 
five years have : 

Per Day for Amount Interest Total 
five years. deposited. earned. amount. 
$ 05 $78 25 $7 42 $85 67 
10 50 85 171 34 
15-- 85 

20 3 . oo 





25--- K 

35+e0 ee 5 52 
40+ 2 59 36 
a) 20 
30 

§ 40 40 
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60 s 10 
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Compliments of Coors SAvINGs INSTITUTION 


EVERY YOUNG MAN 


starting out in life prefers to succeed rather 
than to fail. Many fail because their educa- 
tion in the line of saving has been neglected. 
The opportunity is open to every young man 


in this city to deposit his spare money and re" 
ceive interest on his deposits. It is a fine 
training to have a bank book with a fixed de- 
termination to put by a certain sum eve 

week, Try it and the Cohoes Savings Insti- 
tution, » National Bank Bi uilding, will assist you, 


A. Rich | Boston Merchant 


said: ‘I never found any wav to make 
money but to work faithfully, save all I 
possibly could—put it away and forget that 
I had it. Ifa man will do this for a while 
he will wake up some day and find himself 
rich.” 

The plan followed by the rich merchant 
is one that is copied by hundreds of others 
and has proven a most successful one. 
appeals to all classes of wage earners. 7 
opportunity is open to them through the 
Cohoes Savings Institution, National Bank 
Building. This bank yee small de- 
posits and allows interest on all sums over 
five dollars at the rate of four per cent per 
annum. 


YOUR INCOME INCREASED. 


Every dollar a man saves and places in a 
savings bank on interest means that his income 
is increased so much every year in proportion 
to the amount on deposit; $100 means $4 a year, 
$1,000 means $40 a year. It is money that 
makes money. The Cohoes Savings Institu- 
tion stands ready to help those who have 
money to make money. 


GETTING RICH 


Is easy enough if you begin rightly. Save 
some portion of your wages weekly; deposit 
amounts regularly in the Cohoes Savings In- 
stitution, National Bank Building, where it 
will be perfectly secure and can be drawn when 
wanted. If left there will accumulate by earn- 
ing interest with surprising rapidity. Interest 
pe 1id on all sums over $5. yn enna can 
be opened by depositing one do 








*,* 

The following matter is from a little 
bocklet issued by M. Wineburgh and 
gives a very good argument in favor 
of car advertising around Boston: 

Take a map of Massachusetts and run the 
eye ina direction north from Boston. There 
you will see it dotted with city after city, almost 
within a stone’s throw of one another. Each 
is alink in a chain, and each link represents a 
community famed the country over for intelli- 
gence, thrift, enterprise and prosperity, 

Ina single year the Lynn and Boston Rail- 
road carried 27,386,847 passengers. They are 
not the sort of people who make up the masses 
in the average community. They are people 
whom every business man is glad to secure as 
customers. This is because they are large 
buyers and good payers. It is safe to say that 
999 out of every 1,000 passengers have pocket- 
books with money in them. Nowhere else are 
there so many prosperous people gathered to- 
gether in such limited space. 

There is not a more fertile territory on top 
of earth to introduce new goods or to push | es- 
tablished articles than right in these cities. 
And there is no — to reach the public so 
quickly, so thoroughly or so economically, as 
by advertising in the Lynn & Boston Railroad. 

I control this advertising, and am ready to 
talk with you further about it just as soon as 
you are ready to iisten. The svoner the bet- 
ter for your business, and for mine. 
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Our Chicago Cars 


The different Street Car systems in 
which we control the advertising in Chicago 
are admittedly the best in the Great 
Western Metropolis. They cover over 
three-fourths of the city of Chicago and 
carry annually over 175,000,000 passen- 
gers. Almost all the lines of the North and 
West divisions come down into the city 
through Madison, State and Washington 
Street Loop, or through the Dearborn 
Street Loop, making them mostly Trunk 
Lines and not Crosstown lines or feeders. 





@® 


The advertising service in these cars 
is the same that obtains throughout our 
system of America’s leading cities, and that 
is the BEST. By reason of the territory 
covered, the superior appearance of the 
advertising, our perfect system of checking 
and keeping track of the advertiser’s cards, 
there is no better or cheaper method of 
reaching the people of Chicago and the 
thousands of daily visitors than by adver- 
tising in these cars. 


GEO. KISSAM & CO., 
87 & 89 Washington Street, Chicago, Ill. 
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The American Newspaper Directory 


3Ist Year 


A new edition of The American 
Newspaper Directory, the March 
issue for 1899, the first volume 
for the 31st year, appears to-day 
and is now ready for delivery 


to subscribers. 


Price, - Five Dollars. 


Address, 
GEO. P. ROWELL & CO., Publishers, 


No. 10 Spruce Street, New York. 








